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CHAPTER - I 
I N T R O D U C T I O N 
INTRODUCTION 
For ti^er^effective p l a n n i n g of the m a r k e t i n g s t r a -
t e g i e s thorough knowledge of consumer b e h a v i o u r i s e s s e n t i a l . 
I n t h e a n a l y s i s of any consumer p u r c h a s e a m u l t i t u d e of f a c t o r s 
p l a y some r o l e o r t h e o t h e r i n i n f l u e n c i n g t h e b u y e r . The b a s i c 
d e t e r m i n a n t s t h a t c o n t r o l t h e b e h a v i o u r a r e h i s n e e d s , m o t i v e s , 
c — ' 
..fi^rssiiality, learning, a t t i t u d e , perception e t c . The consumer 
does not function in a vacuum since he i s centin'^lly influenced 
by his environment. The major groups that are associated with 
the consumer behaviour can be c lass i f ied as those associated 
with the buyer, with the product, with the s e l l e r , and 
with the s i tua t ion . 
(a) Buyer Character is t ics include cu l tura l , soc ia l , personal, 
psychological factors e t c . that operate in one's l i f e . 
Cultural factors include the cul ture from which the buyer 
comes. Social factors include the influence of other people 
par t icu lar ly the reference groups, family, s ta tus e t c . 
Personal character is t ics include age,s^x, l i f e cycle pos i t ion , 
occupation, education, l i f e s t y l e , economic circvimstances 
e t c . psychological cha rac te r i s t i c s , as stated e a r l i e r include 
motivation, be l i e f s , learning, a t t i t udes and percept ions. 
(b) product charac ter i s t ics j Various charac te r i s t i cs of the 
p roduc ta lSQwi l l influence the buying decision lijce s t y l e , 
qua l i ty , price e t c . 
(c) Seller charac ter i s t ics also influence the buying decision 
l ike se l le rs knowledgeability, frien<^ess, service e t c . 
(d) Situational charac ter i s t ics l ike time pressure, urgency 
of the need e t c , also influence the buying decision a great 
dea l . 
All these groupsiQteract to produce the buying 
btebaviour. Here l e t as concentrate on buying charac te r i s t i c s 
because i t i s the prime factor in influencing the purchase 
behaviour. 6f a l l the face to face groups, a persons family 
undovibtedly plays the larges t and most enduring role in 
influencing one's a t t i t u d e , opinion or values. Prom the family 
a person aquires a mental se t towards re l ig ion, economics, 
personal ambition self worth and love. 
itie nuclear family, tha t i s the immediate group of 
fa ther , mother and children l iving together i s a primary 
social group.the family differs from other reference 
groups in that i t i s both an earning and consximing u n i t . The 
needs of the members of the family are sa t i s f ied from a 
common pool of financial resources,(Since the family i s the 
primary group tha t earns and consumes from the common pool 
of financial resources) The 'tas/ces, preferences and needs of 
the different members of the family may differ widely^but 
since the family i s the primary group that earns and consumes 
from the common pool of financial resources^the buying 
decision may be a l te red by the influence of other members. 
This happens especial ly in the case of consumer durables 
which are high price items and are used by most of the <^  
members of the family. However,/influences not only af fec t 
the processes that are neeca to make purchase decision but 
a lso the values, a t t i t udes and personal i ty c h a r a c t e r i s t i c s . 
In the process of purchase decision (especial ly in 
the case of consumer durable) f the members of the family play 
different ro le s , A role consists of a se t of a c t i v i t i e s tha t 
a person is supposed to perform according to the defini t ion 
and expectation of the individual and the persons around him 
or her, A persons role influences not only general behaviour 
but also buying behaviour. 
The individual within the family plays not one but 
several roles in association with the o thers . The role playing 
a c t i v i t y within the family i s cal led family role s t ruc tu re . 
There are five different roles that persons can play 
in a buying decision -
(i) In i t i a to r ; The person who f i r s t suggests or thinks of 
the idea of purchasing certairjgroduct. 
( i i ) Epiflxsencer : The person who exp l i c i t ly or impl ic i t ly 
car r ies some influence on the f inal decision. 
4 
( i i i ) Decider : The person who u l t i m a t e l y determines^ whether 
to buy, what to buy, when to buy, how to buy, where to buy, e t c . 
( iv) Buyer : The person who makes "^1 ac tua l purchase . 
( V) user : The person or persons who use the p roduc t . 
In the purchase of any consumer durable these r o l e s 
a r e played by the members of the family . Depending upon 
the product the r o l e s a re p layed . In the case of constamer 
durables i t i s found t h a t the dec ider and buyer i s the husband 
of the family. The ro l e of i n i t i a t d o n and inf luencing i s 
mostly played by the wife and c h i l d r e n . In the case_consximer 
durables the user i s the whole family or a t l e a s t most of the 
fami ly . However, there i s wide v a r i a t i o n among fami l i e s in 
the ro l e s played by members in purchasing behaviour . The 
wife s t imula tes family cons idera t ion of househoSd a p p l i a n c e s , 
fu rn i tu re e t c . The husband tends to s t imulate and inf luence 
few purchases l i k e automobile, home, and most o the r items 
which demand high f inanc ia l a t t e n t i o n . 
Here as we a re concerned mainly with the consumer 
durable - Re f r ige ra to r , l e t us anal^se__s£idel.y-the r o l e s 
played by the d i f f e r e n t member© of the family in r e f r i g e r a t o r 
purchase . The a n a l y s i s along with the ques t ionna i re i s d i s -
cussed in more d e t a i l e d way in the svibsequent c h a p t e r s . 
The Refrigerator i s regarded as a necessity by 
some, some regard i t a s tatus symbol while some hold i t in 
high esteem and ca l l i t a luxury. Research has shown tha t 
low income group regard i t as a Itoxury. Middle income group 
keep i t as a s tatus symbol. The high income group people 
think that i t i s a necessity and without a re f r igera tor a t 
home^life becomes troublesome for a housi>7ife. 
According to the different opinions held by dif ferent 
families regarding th i s consumer durable,the characters who 
influence and i n i t i a t e the idea of purchase are also different-
In low income groups the i n i t i a t o r and influencer may be 
husband or wife, or wife may^*initiator and husband may be 
influencer or husband may be the i n i t i a t o r and wife may be 
the influencer, depending upon the i r individual mental 
they 
se t s and opinions and also on the way of l i fe^are aspiring* 
Usually low income groups do not own th i s product as 
i t i s a luxury for them. People who own this^even though they 
f a l l in low income group^are e i the r close to middle income 
group or received i t as a present or in dowry. Children 
seldom play any role in this group of people, 
In middle income groups wives generally play the role 
of in i t i a t ion and children influence i t . I t may be the other 
way roxind also i . e . the children i n i t i a t e and the wife 
influencejp. The role of children in these families i s quite 
s igni f icant . In th i s group also c lass i f ica t ion of upper 
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middles and lower middles can be made. The upper middles 
believe in education and want the i r children to develop 
professional or administrative s k i l l s so that they do not 
f a l l in the lower stratxim. This class is the qual i ty market 
for good homes, c lothes , furnitures and appliances 
including the re f r igera tor . The lower middles are concerned 
with respectabi l i ty . They adhere to cu l tura l ly defined norms 
and standards. Generally they buy conventional ho/r,e 
furnishings. These kind of people / think re f r igera tor 
to be a symbol of s t a t u s . 
The high income group or upper class are those people 
who are social e l i t e . They are a market for expensive 
j e w e l ^ , antiques, homes e t c . In th is class also upper uppers 
and lower uppers can be d i f fe rent ia ted . There i s ' n t any 
difference in th is class as far as the purchase behaviour 
of refr igetator i s concerned. The i n i t i a t o r and influencer 
in th is class of people i s the need for the product l ike 
ref r igera tor . And as the need i s f e l t by the housewife, the 
housewife may be considered to play the role of i n i t i a t o r 
and influencer. 
Keeping a l l the above points in mind^ the marketers 
must design the i r s t ra tegies - product s t rategy, production 
s t ra tegy, communication strategy e t c . Through these a 
marketer can achieve success in m « :eting with the objectives 
in general,and in par t icu la r to increase sale^ and p r o f i t 
by providing r i gh t thing to r ight person 
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EXPERIMENTATION FRAMEWORK 
Resea rch des ign 
Research d e s i g n i s t he s p e c i f i c a t i o n of p r o c e d u r e s 
f o r c o l l e c t i n g and a n a l y z i n g the da t a n e c e s s a r y t o h e l p 
s o l v e the problem a t hand such t h a t t he v a l u e of the i n f o r -
ma t ion a s s o c i a t e d wi th each l e v e l of a ccu racy i s maximized. 
S p e c i f i c a t i o n p rocedu re i n v o l v e s d e c i s i o n making r e g a r d i n g 
what in fo rmat ion t o g e n e r a t e , t h e method of d a t a c o l l e c t i o n , 
t h e o b j e c t s to be measured and the way in which t h e d a t a i s 
t o be a n a l y z e d . A l l d a t a c o l l e c t e d shou ld e v e n t u a l l y r e l a t e ' 
t o the d e c i s i o n s f a c e d by^ the aanagejpeffrts. 
The fo l lowing s t e p s a r e i nvo lved in t h e p r e s e n t 
r e s e a r c h d e s i g n . 
1 . Def ining the problem : Problem d e f i n i t i o n i n v o l v e s 
d e t e r m i n i n g p r e c i s e l y what t h e o b j e c t i v e of the r e s e a r c h 
i s and what type of i n fo rma t ion t h a t r e s e a r c h can g e n e r a t e 
t h a t can h e l p a c h i e v e t h e o b j e c t i v e . (Our problem h e r e i s 
d e f i n e d a s to f ind the Buying b e h a v i o u r of t he members of 
t h e fami ly and r o l e s p l a y e d by them in t h e / R e f r i g e r a t o r 
p u r c h a s e ) . The o b j e c t i v e s and the v a r i a b l e s shou ld be w e l l 
d e f i n e d . The o b j e c t i v e s a r e l a t e r d i s c u s s e d . How the 
v a r i a b l e s a r e r e l a t e d t o the o b j e c t i v e s a r e d i s c u s s e d i n 
• a n a l y s i s ' . 
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2. Data Collection method; The data collection i s done through 
survey research. Survey research i s the systematic gathering 
of information from respondents for the purpose of understan-
ding anc3/or predicting some aspect of the behaviour of the 
population of i n t e r e s t . The information has been gathered 
with the help of a questionnaire. The questionnaire is 
discussed in questionnaire design. 
3 . Sample Selection : Most Marketing studies involve a sample 
or Slab group of the to ta l population relevant to tie problem. 
The sample method adopted heire in par t i cu la r is convenience 
sampling, A sample of 200 Refrigerator owners was selec^ied, 
but due to the shortage of time, financial constra ints and non-
ava i l ab i l i t y of the respondents the no. of responses reeeived 
are 175. The sample selected i s from two c i t i e s - Hyderabad 
and Secunderabad, Proper care has been taken in select ing 
the families from different social c lasses . The ci ty of Hyde-
rabad i s a cosmopolitan c i ty comprising families of d i f ferent 
r e l ig ions , speaking different languages, having different 
social a t t i tudes and most important of a l l , d i f ferent buying 
h a b i t s . White selecting the different sample items every care 
has been taken that families represented different incomie 
groups, age groups and professions, 
4 . Produfct Selection : The consumer durable^ Refrigerator has 
been selected for the study. The buying of th is produttt 
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involves substantial financial out lay. This product i s used 
equally by a l l the members of the family and i t also involves 
social importance. The owners of th i s product are mostly from 
educated social class and are easy to approach. The information 
delivered by them can be of considerable importance, 
5, Method of Analysis 
The gathered data gives the essence only a f te r the 
ana lys i s . Data analysis involves converting a ser ies of 
recorded observation into descriptive statements. The r e l a -
tionship between the different var iables is studied for eg: 
who went to purchase ( i . e , dominant member) in accordance 
with the qual i f icat ion, profession, and income giroup. The 
analysis has been given in de ta i l in a separate chapter. 
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objective of the Study 
The survey i s designed to identify the role played 
by different members of the family in the purchase^of 
consumer durables in general and refr igerator in pa r t i cu l a r . 
The objectives of the study are -
1, To find out the i n i t i a t o r of the idea of purchase among 
the members of the family in the case re f r igera tor 
purchase. 
2, To find out the infiuencer, of the purchase decision 
or the idea of the i n i t i a t o r . 
3 , To reveal who among the members of the family takes the 
decision regarding brand choice and model choice of the 
ref r igera tor . 
4 . To reveal the member who makes the actual purchase of 
the Refrigerator. 
Besides achieving the above objectives the survey 
also a t t empts to know 
(a) The role of dif ferent members of the family in d i f ferent 
income groups. 
(b) The change in trend in the decision making uni t s in 
relat ion to education, 
(c) Whether there i s any s ignif icant difference in the 
decision making xanits among j o i n t families and nuclear 
families. 
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(d) Whether an earning wife causes change in the trend of 
purchase behaviour. 
Apart from these objectives the survey also reveals 
the type of families in different categories of Income^ 
education, jo in t and nuclear famil ies , earning wives e t c . 
I t gives the percentage of au tocra t ic , syncra t ic , wife 
dominance and husband dominance families in the above 
mentioned categories . This analysis attempts to reveal 
the locus of family authority in re la t ion to income, 
education, nature of the family. 
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Questionnaire Design 
A questionnaire is simply a formalized se t of questions 
for e l i c i t i ng information. The questionnaire i s used to measure 
(1) behaviour-past, present or intended (2) demographic 
characteristics-income, occupation e t c . (3) level of knowledge 
- educational qualif icat ion (4) a t t i t udes and opinions regar-
ding the problem a t hand. A sound questionnaire depends on 
common sense, concern for t h e x e s p ^ d e n t , a c lear concept of 
the information needed and^ thro ugly pre tes t ing . 
Proper care has been taken while designing the 
questionnaire regarding the question content, question 
worfling, question sequence, response format, physical cha-
r a c t e r i s t i c s of the questionnaire and the p r e t e s t . The questions 
are se t in as logical manner as possible in order to avoid 
confusion to the respondents. 
The ques;t^ons are mostly close ended. A few are 
dichotomous questions where the respondent i s required to 
answer whether 'yes ' or ' n o ' . Most of the r e s t of the 
questions are multiple choice questions in which the respondent 
has to t ick one answer out of many 3SSL a l t e rna t i ve s . The 
question regarding the occupation is open ended. 
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Question no.l seeks the information whether tha t 
pa r t i cu la r sample uni t belongs to jo in t family or nuclear 
family. This information i s needed to find out the extent 
of differentein buying behaviour in accordance with type of 
the family. 
The question no.2 in the questionnaire i s to knov/ 
the no. of children and their ages as the children play a 
key role in the purchase decision making. The data i s 
used to find out the influence of the children in accordance 
with thei r age and sex on the buying behaviour. 
The question no. 3 t e l l s us whether the respondent 
has earning wife or not . This information i s very helpful 
in analysing the dominant characters of the family who 
makes major decisions regarding purchase becuase both wife 
and husband are the contribut OES to the common family 
financial pool. 
The question nos. AA b, 1 and 9 are asked to find 
out the i n i t i a t o r of fehe/purchase idea, influencer, the closer 
of the Brand, Model, ^ze and,the f inal decider and actual 
purchaser in that par t icu lar family. This data can be effec-
t ive ly used in analysing and recognising the lole played 
by different members of the family. This information can be 
used' by the marketer to d i rec t effective communication 
towards the r ight person. 
14 
Question no.lO i s in-<:orporated in the ques t ionna i r e 
to know the type of the family - Syncratit- , autonomous, 
wife dominating or husband dominating. 
The quest ion 11 , 12 and 13 gathers the inforna t ion 
regarding t h e i r educat ional q u a l i f i c a t i o n , occupation and 
income r e s p e c t i v e l y . This information i s sought in order to 
r e l a t e these independent v a r i a b l e s with dependent v a r i a b l e s 
l i k e type of the family, earning wife , i n i t i a t o r and 
inf iuencer of the purchase idea e t c . 
The ques t ion 6 i s used to c o l l e c t data regarding the 
brand , model, capaci ty and colour of t^e Ref r igera tor 
owned. , / 
The quest ion np< 8 was asked to see i f t h e r e a re 
many people who would pre fe r coloured r e f r i g e r a t o r s . 
In India only whii4 Ref r igera t ot& a re manufactured and 
d i s t r i b u t e d . This quest ion shows how many people would have 
p re f e r r ed coloured and what co lour .For the ques t ionna i re 
see Annexiire I , 
Administeiry/\Jie ques t ionna i re 
The d i s t r i b u t i o n of the ques t ionna i re was c a r r i e d 
o u t in d i f f e r en t p a r t s of the twin c i t i e s of Hyderabad and 
Secvmderabad covering famil ies f a l l i n g in d i f f e r e n t age groups , 
educat ional q u a l i f i c a t i o n and occupa t ion . Mostly the respondents 
a r e Managers of the companies. Employees in Banks, t eachers 
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and businessn/.n. For the sake of convenience a l l the 
respondents' occupation are clubbed into two categories-f 
govt, service, private business. 
The questionnaire was carr ied to knowi^ and unknown 
persons e i ther personally or through the active help of/tiie 
friends staying in the respective p laces . The information 
i s received through Indian postal service and telephones vilso. 
p i f f i cu l t l e s : Many d i f f i cu l t i e s were faced while administing 
the questionnaire ie . while d is t r ibut ing and co l l ec t ing . 
Many people (unknown) were reluctant even to accept 
the questionnaire because of (i) the shortage of t he i r spare 
time (2) suspicion about t^e researcher ' s ident i ty (3) the 
fear of inviting the IT department if the real income is 
disclosed. This d i f f icu l ty had to^aced even a f t e r ment Tiling 
i t c lear ly on the top of the questionnaire that the inform tion 
collected i s s t r i c t l y for academic purpose and would be kept 
s ec re t . The fact tl)at the respondents' identi ty was not 
sought helped t o spipe extent in minimising th i s d i f f icu l t | r . 
Even then the researcher doubts the accuracy of the 
information provided regarding the qual if icat ion and occupa-
tion to seme extent and income to a large extent . 
_Dixficulty was faced in collecting the questionnaires 
e i the r because of non-availabi l i ty of the respondent a t 
tha t time or because of the loss of the questionnaire due to 
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the respondents' casual attitudes. Out of the 250 distributed 
questionnaires only 175 could be collected. 
In view of the above difficulties faced, the 
conclusions based on the present study should be taken as 
indicative of the broad trend only. 
CHAPTER-III 
ANALYSIS- I 
(a) C l a s s i f i c a t i o n of t h e d a t a 
(b) Income V^s F a m i l y t y p e 
(c) income V / s O c c u p a t i o n o f w i f e 
( i ) PATTERN OF INITIATION 
(a) I n i t i a t i o n Vjt(s Q u a l i f i c a t i o n 
(b) I n i t i a t i o n V / s t y p e o f f h e f a m i l y 
(c) I n i t i a t i o n V / s O c c u p a t i o n o f w i f e 
(ii)PATTERN OP INFLUENCE 
(a) I n f l u e n c e V / s E d u c a t i o n 
(b) I n f l u e n c e V / s O c c u p a t i o n o f w i f e 
(c) I n f l u e n c e V / s a g e o f c h i l d r e n 
( ± i i ) PATTERN OP BRAND CHOICE 
(a) B r a n d c h o i c e V / s F a m i l y t y p e 
( i v ) PATTERN OF ACTUAL PURCHASE 
(a) I n c o m e - w i s e ' w h o w e n t t o p x i r c h a s e ' 
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ANAX.YSIS 
As m e n t i o n e d e a r l i e r t h e s u r v e y was d e s i g n e d f o r a s a m p l e 
o f 200 f a m i l i e s ^ b u t fiue t o x i n a v o i d a b l e c o n s t r a i n t s o n l y 175 
q u e s t i o n n a i r e s a n s w e r e d f u l l y w e r e r e c e i v e d f o r t h e p r e s e n t 
s t u d y , 
The d a t a h a s b e e n c l a s s i f i e d i n t h e f o l l o w i n g way 
f o r t h e p u r p o s e o f a n a l y s i s . 
A . F a m i l y t y p e w i s e c l a s s i f i c a t i o n 
1 . J o i n t F a m i l y 
2 . N u c l e a r F a m i l y 
B , W i f e ' s o c c u p a t i o n w i s e c l a s s i f i c a t i o n 
1 . E a r n i n g w i f e 
2 . House h o l d - w i f e 
C , E d u c a t i o n w i s e c l a s s i f i c a t i o n 
1 . U n d e r g r a d u a t e 
2 . G r a d u a t e 
3 , P o s t g r a d u a t e 
4 , P r o f e s s i o n a l 
D . Income w i s e c l a s s i f i c a t i o n 
1 . Group ( i ) R s . 5 0 0 - 1 0 0 0 
2 . Group ( i i ) R s . 1 0 0 1 - 1 5 0 0 
3 . Group ( W i ) R s . 1 5 0 1 - 2 0 0 0 
4 . Group ( i v ) R s . 2 0 0 1 - 2 5 0 0 
5 . Group (v) R s . 2 5 0 1 - 3 0 0 0 
6 . Group ( v i ; R s . 3 0 0 0 & a b o v e 
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E. Age-wise c l a s s i f i c a t i o n of ch i ld ren 
1. Minor children 
2. Major children 
3. No children 
The t o t a l and the percentage of the above c a t e g o r i e s 
a r e as follows; 
Out of the t o t a l of 175 family respondents , 119 
fami l ies are nuclear fami l ies and 56 a re j o i n t f a m i l i e s . 
This means 68% of the 175 fami l i e s interviewed a re Nuclear 
and 32% are j o i n t f a m i l i e s . 
Table 1 
Type of Family Number percentage 
Nuclear Family 119 68 
J o i n t Family 56 >2 
iSlimilarly out oJE a t o t a l of 175 the nxuriber of 
earning wives are 55 i , e , 31.4% and non-earning i . e , house-
wives are 120 i , e , 68.6% 
Table 2 
Type of wife Number Percentage 
Earning wife 55 31.4 
House wife 120 68.6 
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The c l a s s i f i c a t i o n of t h e r e s p o n d e n t s a c c o r d i n g 
t o t h e i r q u a l i f i c a t i o n r e v e a l e d t h a t o u t of a t o t a l of 175 
f a m i l i e s the ntamber of u n d e r g r a d u a t e s a r e 22^ g r a d u a t e s 
a r e 59 , p o s t g r a d u a t e s a r e 55 and p r o f e s s i o n a l s 4 2 . The 
p i c t u r e becomes more c l e a r when s t u d i e d p e r c e n t a g e wise, 
unde r g radua te s 12,56%, g r a d u a t e s 33,7%; p o s t g r a d u a t e 31,42% 
and p r o f e s s i o n a l a r e 24%, 
Table 3 
Educa t ion Nxunber p e r c e n t a g e 
Undergraduate 22 12 ,56 
Gradua te 59 33 ,71 
p o s t - G r d u a t e 55 31,4 2 
p r o f e s s i o n a l 4 2 24% 
The t o t a l number i s n o t coming t o 1 7 5 , A d i f f e r e n c e of 3 
i s occu r ing because in 3 c a s e s the r e s p o n d e n t s t i c k e d i n 
b o t h g radua te colvinufi and p r o f e s s i o n a l colxann. 
The income wise c l a s s i f i c a t i o n showed t h a t o u t 
of a t o t a l of 1/75 f a m i l i e s , 9 be long t o ( i ) group i , s 51%, 
21 belong* to </roupp ( i i ) i , e . 12%,32 f a m i l i e s b e l o n g t o 
( i i i ) groTJip-^,,e. 18,9%, 32 be longed t o ( iv ) bHJts group 
i . e , 18,3%; 23 f a m i l i e s be long t o (v) group i , e , 13 .1 % 
and 58 f a m i l i e s i , e , 33,1%. hetlon$ U (V/)^r«Op« 
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Ntamber 
— = = = = = = = = = = = 
9 
20 
33 
32 
23 
58 
percentage 
= = = = = = = = = = = = 
5.1% 
12 
18.9 
18.3 
13.1 
33.1 
Table 4 
Income garoup 
Rs.500 -1000 
Rs.1001-1500 
Rs.1501-2000 
Rs.2001-2500 
Rs.2501-3000 
Rs.3000 & above 
The chi ldrensage wise c l a s s i f i c a t i o n shows t h a t 
o u t of 175 families^36 famil ies have minor c h i l d r e n , 116 
fami l i e s have major ones and the r e s t a re wi thout c h i l -
d r en . 
Table 4 
Age of chi ldren Nuinber percentage 
Minor 
Major 
No Children 
The above c l a s s i f i c a t i o n can be c l e a r l y understood 
from the cL h-OVe t a b l e s which a re depicted according to 
the respec t ive v a r i a b l e s . 
36 
116 
23 
20.57 
66.28 
13.15 
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Brand-wise d i s t r i b u t i o n of Refr igera tors 
As mentioned e a r l i e r a t o t a l of 175 fami l i e s were 
surveyed, people of d i f f e r e n t t a s t e s and preferences owned 
a brand of t h e i r cho ice . I t was found t h a t the respondents 
had var ied brands of r e f r i g e r a t o r s . Mainly they possessed 
Allwyn, Godrej, Kelvinator and Leonard.Gem and Zenith a l s o 
were found. Very few famil ies owned imported brands l i k e 
Blue S ta r , Eskjjno, Torque, Westing house and G.E.C, 
The following t ab le shows the d i s t r i b u t i o n : 
Table 6 
Brand 
Allwyn 
Godrej 
Kelv ina tor 
Leonard 
Gem 
Zenith 
Imported Brands 
175 100% 
Capacity wise distribution of Refrigerators 
It was found that the respondents of different 
classes owned different capacities of refeegerators. But 
Nxxmber 
;============ 
103 
41 
16 
8 
1 
/ 
1 
5 
percentage 
58.86 
23.43 
9.14 
4.57 
0.57 
0.57 
2.86 
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no t rend was obtained as such, Somemade the choice of model 
depending on t h e i r need and some made depending on the 
economy while some made the model choice depending upon the 
a v a i l a b i l i t y in the market . Most of the famil ies found the 
Refregerator of 165 l i t r e s capac i ty more convenient . Others 
possessed 290 l i t r e s and some a l s o poosessed 90 l i t r e s 
c a p a c i t y . However, the t ab le below gives the d i s t r i b u t i o n 
with percentage, 
aiable 7 
Capaci ty Number percentage 
290 l i t r e s / 2 3 13.1 
165 l i t r e s / 145 82.9 
90 l i t r e s V 1 4 ,0 
TW 100% 
e( of go] Preference( of qoloured Ref r igera tor : An a t tempt i s a l s o made 
to f ind out i f the respondents who PMn a white Ref r ige ra to r 
would pre fe r a coloured, one. 1.% i s found t h a t ou* of 174 
cases in only 48 cases (27,4%) they p re fe r red coloured 
and the r e s t 127 i . e . 72,6 are s a t i s f i e d with white co lou r . 
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Income V/s Family Type 
I t is seen tha t some sor t of irelationship ex is t s 
between income and the type of the family. The re la t ionship 
tha t is drawn from the data i s as follows: 
Out of the 9 families fa l l ing in the (i) group i . e . 
500-1000, 2 families are nuclear and 7 are j o i n t famil ies . 
This means in th is income group 22.2% families are nuclear 
and 77.7% are jo in t famil ies . 
Out of 20 families fa l l ing in ( i i ) group i . e . 
1001-1500/15 families are nuclear and the r e s t 5 are j o i n t . 
I t i s clear that 75% families belonging to th is income group 
are nuclear and 25% are jo in t famil ies . 
Of the 33 families belonging to ( i i i ) group i . e . 
1501-2000, 22 families are nuclear and 11 are j o i n t . This 
means 66.67% families belonging to fill)income group are 
nuclear and tlte r e s t i . e . 33.33% are j o in t , 
out of the 32 families of (iv) group^S families 
i . e . 25% are nuclear families and 24 families i . e . 75% 
are jo in t families. 
Out of the 23 families of (v) income group, 
17 families i . e . 73.91% are nuclear and 26.08% are j o in t 
famil ies . 
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of the 58 f ami l i e s , belonging to more th?Wr 
Rs.3000 group, 39 i . e . 70.91% fami l ies a re nuc lear and 18 
i . e . 29.09% are j o i n t f ami l i e s . 
I n t e r p r e t a t i o n : Irom the above a n a l y s i s i t i s ©bvious 
t h a t nuclear famil ies a re more p r eva l en t in a l l the income 
groups except group I and group IV, There i s no d e f i n i t e 
t rend of increase or decrease of type/of family with the 
change in income. This can be c l ea iu^ seen from the following 
graph which show t h a t there i s n ' t any p a r t i c u l a r type of 
r e l a t i o n s h i p between these two v a r a i b l e s . 
Table 8 
Income Group Nuclear Percentage J o i n t Family Percen-
Family ta^te 
77,77 
28.57 
33,33 
75 
26.08 
29.09 
I 
I I 
I I I 
I V 
V 
V I 
s : S = s = : s = = = s : = S 3 s = 
2 
15 
22 
8 
17 
39 
: s : s = : = s s a s = : a s = : 
22.22 
71.42 
66,67 
25 
73.91 
70 .91 
s s = = : = s = : s s = : = 
7 
6 
11 
24 
6 
16 
= = s s = = = ; 
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Earning and non-earning wives in d i f f e r e n t Income Groups 
A c o r r e l a t i o n between the earning wife and the 
income group to which the family belongs has been drawn 
from the survey. The data has y ie lded following t rend of 
r e s u l t s . 
Out of 9 fami l ies in the I group^ 5 i . e . 55.55% 
a r e earning and 4 i . e . 44.44% a r e nonsp ea rn ing . 
Ofi the 20 famil ies of I I income group,? f ami l i e s 
i . e . 33,33% have earning wives and 13 famil ies i . e . 66.67% 
have non-earning wives . 
Out of 33 fami l ies of the I I I income group,10 i . e . 
30,30% are earning wives and the r e s t 23 i . e . 69,70% 
a r e non-earning wives . 
Of the 32 famil ies f a l l i n g in IV income group,6 
i . e . 18.75% fami l ies have earning wives and 26 i . e . 81.25% 
fami l ies have non-earning wives. 
Out of 23 fami l ies f a l l i n g in V income group^9 i . e . 
39.13% famil ies have earning wives and t he^ i^e , 60,87% 
fami l i e s do not have earning wives . 
The r e s t 58 famil ies belonging to VI income group 
comprise 18 i . e . 31.57% famil ies with earning wives and 
40 i . e . 68.42% a re the famil ies with non-earning wives . 
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I n t e m ^ r e t a t i o n 
The above a n a l y s i s shows t h a t low income group 
f a m i l i e s have more e a r n i n g wives t han any o t h e r income g r o u p . 
The IV income group i . e 2001-2500 f a m i l i e s have l e a s t % of 
e a r n i n g teives. Here a l s o no d e f i f i i t e r e l a t i o n s h i p be tween the 
e a r n i n g o r non -ea rn ing wife and t h e income can be d rawn. The 
g r a p h w i l l g ive a c l e a r p i c t u r e of the above c o n c l u s i o n . 
Table 9 : Wife ' s o c c u p a t i o n r w i s e Income group 
Income Earn ihg P e r c e n t a g e House Wife P e r c e n -
GgQup Wife t a g e 
I 5 55.55 4 . ^ 44.44 
II 7 33.33 14 66.67 
III 
IV 
V 
VI 
10 
6 
9 
18 
30.30 
18.75 
39.13 
31.57 
23 
26 
14 
39 
59 
8 1 , 
60 
68 , 
.70 
.25 
.87 
. 42 
29 
• • • • / . : : ; • • ; ; , : ; : - . : : : : : • : ; • 
3: XT H m J w 
^ Hi 
i f 14 
m >mm: 
•t-pff '•'Tl'f 477 
• T T I T T 
iliiit^  
; 1 
-i)i.^ 
" ' r'T'lTf*'*''^ 4*-' ' r 
1: : : I nj:;r 
i;n 
iiiiiii;-'^-
m 
l i t : : • 
r;;rtr:-r| 
. ;u: . i t! . ; :( i ' ; i ir 
•fHfF:Hf::-:t--:r-
::( 
: f : : : , 
30 
in i j i i : ! 
si 
Hill mi 
;," ' 
i i i l 
Ui:f}u 
MiiPw 
llOft-UiliUii 
• i i ' i i ' t ' 
LMm m Ittlti'T 
•iHijii-ij 
i i^ii ' l i 
f i l l mm 
umm 
ri|!i:F 
i i i l l " 
i f . 
\i\\m\^ 
4! 
" II 
H" 
iU-
ilfl 
UiUl 
^•^^^-^ '^ttrtlinih ^ 
H ! - f 
Mm 
iUTt . . . ; . 
4}r 
i.l.U, 
• : f 
! . • : i 
I:: 
rrrrrnr 
l i^J i ' lKirn . 
?.-!trtr 
• • • - * 
, i • - I 
U . l i 
IZT IF 2r 
INCOIAB GiROUP 
™ J 
31 
I n i t i a t i o n of the idea of purchase 
I n i t i a t i o n y / s q u a l i f i c a t i o n 
As already s t a t e d , out of the t o t a l of 175 families^ 
22 a re under-graduate f a m i l i e s . Out of these 22 fami l i e s 
in 8 i . e . 36.36^families husbands were the i n i t i a t o r s , in 3 
f ami l i e s i . e . 13,63% wife was the i n i t i a t o r , in 6 fami l ies 
i . e . 27,27% both husband and wife were the i n i t i a t o r s , in 
3 fami l ies i , e , 13.63% chi ldren i n i t i a t e d the idea , in 1 
family i , e . 4,54% the i n i t i a t o r s were wife and ch i ld r en 
and in the remaining 1 family i . e , 4,54% the i n i t i a t o r was 
same one other thafl the member of the family. Others 
i nc lude , f r i ends , r e l a t i v e s , neighbours e t c . 
Out of the t o t a l number of 59 g radua tes , in 18 fami-
l i e s i , e , 31,03% of famil ies husbands were the i n i t i a t o r s , 
in 15 i , e , 25,86% of famil ies wife played the ro l e of i n i -
t i a t o r , in 9 fami l ies which accounts to 15,51% of the t 
i n i t i a t i o n was done by both husband and wife , ±n another 24 
fami l i e s chi ldren w^re the i n i t i a t o r s i . e , in 6,89% of 
family.Tn 10 famililes i l e , 17.24% the i n i t i a t i o n was done 
by both wife and Children and in the remaining 2 fami l i e s 
the i n i t i a t o r s were o t h e r s . 
Out of a t o t a l of 55 pos t graduates in the p r e s e n t 
sample, husband i n i t i a t e d the idea of purchase in 13 f ami l i e s 
in 24,07%, Wives i n i t i a t e d in 17 i , e , 31,48% of f a m i l i e s . 
32 
In 11 families (20,31%) both husband and wife i n i t i a t e d , 
children in i t ia ted in 4 ie.7.41% of families of post-graduates . 
In the next 6 families i . e . 11,11% both wife and children 
were the i n i t i a t o r s . In the r e s t 3 f ^ i l i e s of the post^ 
graduates the role of i n i t i a t o r was played by some ©oe out 
of the family. 
The next i s professional c lass comprising a to ta l of 
4 2 families in the present sample. Out of these families^ 
in 14 families i . e . 32.56% husband i n i t i a t ed , in 12 i . e . 
27.91% families wife i n i t i a t ed , in 10 i . e . 23.26% both husband 
and wife in i t i a t ed , in 3 families ifiL.6.98% children did the 
job of i n i t i a t i on . In 2 families ^4.65%) wife and children 
i n i t i a t e d . The r e s t 2 familie^/ia. 4.65% have i n i t i a t o r s from 
out i sde . 
Interpretat ion : The above analysis reveal in te res t ing f a c t s . 
I t i s seen that husband i s invariably the dominant character . 
In a l l the categories except post-graduate cla^s-flwrforlty of 
the families have husband i n i t i a t o r s . There i s no obvious 
reason for this exception however. The post-graduate 
husbands seem to be less interested than the wives in i n i t i a t i n g 
the idea of purchase. The husband i n i t i a t o r s are maximum 
in under graduate famil ies . Her6 i t i s 36.36%. No other 
category has so much percentage of husband i n i t i a t o r s ^ The 
fac t may be a t t r ibu ted to another fact that the other members 
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of under graduate families have l i t t l e freedom in such 
matters as t h i s . Again in th is very same category the 
percentage of combined in i t i a t i on of husband and wife i s 
h ighes t . This shows that wives somshoiJ play major role in 
the in i t i a t ing factor, what evej:^category itmay be . In 
other classes the %age of hif^and and wife i n i t i a t i o n i s 
qui te low. 
Wives played dominant role in post-graduates families 
The wives of the post-graduate in th is sample seem to be 
busy people and feel the need of refr igerator more than 
wives of other ca tegor ies . The reasons for th is fact cannot 
be given because i t i s put of the scope of th i s survey. The 
7» is rbs* highest^graduate c l a s s . I t is/31.48% . In other c lasses not 
more than 2Q% are wife in i t i a t ions 
The ac t of i n i t i a t i on by children is not s igni f icant 
A very low percentage of children i n i t i a t ed in a l l c lasses 
except under-graduates, competratively the percentage i s 
maximum. This is due to the fact that number of xindergraduate 
families are very low and therefore j'oage figures have become 
deceptive. During the survey i t was noted that in those 
families which have children above the age of 10 years 
children play good role in the ^purchase behaviour. But such 
families are not many in ouj/sample. 
The combined in i t i a t i on by wife and children i s 
highest in graduate class (17.24%). In other classes i t i s 
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n o t s i g n i f i c a n t . Very few f a m i l i e s h a v e i n i t i a t i a r s o f t h e 
p u r c h a s e i d e a from o u t s i d e . T h i s f a c t i s i r r e s p e c t i v e 
of t h e type of c l a s s o r f a m i l y . 
The f o l l o w i n g t a b l e s w i l l make t h e a n a l y s i s a n d 
i n t e r p r e t a t i o n e a s i e r t o u n d e r s t a n d . 
T a b l e 10 : INITIATION BY DIFFERENT MEMBERS ACCORDING TO 
THE QUALIFICATION 
/ 
Husband W i f e / H u s b a n d & C h i l - Wife & O t h e r s 
Wife d r e n C h i l d r e n 
U n d e r -
g r a d u a t e 8 3 6 3 1 1 
G r a d u a t e 18 15 9 4 10 2 
P o s t -
G r a d u a t e 13 17 11 4 6 3 
p r o f e s s i o n a l 14 12 10 3 2 2 
T a b l e 11 ; p e r c e a t a g e o f t h e a b o v e 
Husband Wife Husband & C h i l - w i f e & O t h e r s 
Wife d r e n C h i l d r e n 
U n d e r -
g r a d u a t e 
G r a d u a t e 
P o s t -
g r a d u a t e 
P r o f e s s i o n a l 
3 6 . 3 6 
3 1 . 0 3 
2 4 . 0 7 
3 2 . 5 6 
1 3 . 3 6 
2 5 . 8 6 
3 1 . 4 8 
2 7 . 9 1 
2 7 . 2 7 
1 5 . 5 1 
2 0 . 3 7 
2 3 . 2 6 
1 3 . 3 6 
6 .89 
7 . 4 1 
6 . 9 8 
4 . 5 4 
1 7 . 2 4 
1 1 . 1 1 
4 . 6 5 
4 . 5 5 
3 . 4 5 
5 . 5 5 
4 . 6 5 
s^ 
^ 0> cA 
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I n i t i a t i o n V/s Type of family 
A relationship between the role of i n i t i a t i o n and 
type of family i s analysed as follows. As stated e a r l i e r the 
to t a l niomber of nuclear families i s 119 and j o i n t families 
i s 58. 
Outof 119 nuclear families, in 34 families i.e.28.57% 
husband i s the i n i t i a t o r , in 32 families i . e . 26.89% wife 
ini t ia ' ted the idea of purchase; in 24 families (20.16%) the 
i n i t i a t i o n i s by combined process of husband & wife, in 9 
families children did the task which comes to 7.56% and 
there aire 14 families i . e . 11.76% where wife & children 
i n i t i a t e d . The r e s t 6 families have outsider i n i t i a t o r s i . e . 
5.04%. 
Interpretat ion : Here also we see husband dominance although 
there i s l i t t l e difference between the husband i n i t i a t i o n s 
and wife i n i t i a t i o n s . However, the combined role of husband 
and wife is less prevalent comparatively.Children i n i t i a t o r s 
are low because many families are such which do not have 
children and if they have they are too young to play t h i s 
r o l e . However;wife and children when suck combined playjgeS«t-P^iC, 
'Other* i n i t i a to r s are negligible i e . only 5.04*. 
In the case of j o in t families out of 58 famil ies , 16 
i . e . 28,57% (same % as in nuclear families) of families have 
husband i n i t i a t o r s , 15 families i . e . 26.79% have wife 
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i n i t i a t o r s , 12 f a m i l i e s i . e . 2 1 , 4 3 % h u s b a n d ^ w i f e combined 
i n i t i a t o r s . 5 f a m i l i e s i . e . 8 . 9 3% h a v e c h i l d r e n i n i t i a t o r s , 
5 f a m i l i e s i . e . 8 .93% a g a i n h a v e w i f e & c h i l d r e n combined 
i n i t i a t o r s . The r e s t 3 f a m i l i e s h a d o u t s i d e i n i t i a t o r s wh ich 
comes t o 5 .36%. 
I n t e r p r e t a t i o n : From t h e a b o v e d a t a i t i s v e r y o b v i o u s 
t h a t t h e r e i s no c h a n g e i n t h e t r e n d o f i n i t i a t i o n w i t h 
r e g a r d s t o t h e t y p e o f f a m i l y . O n l y t h e t o t a l nvimber o f n u c l e a r 
f a m i l i e s i s m o r e . When s t u d i e d i n p e r c e n t a g e s t h e y a r e a l m o s t 
same i n b o t h t h e c a s e s . 
The f o l l o w i n g t a b l e s w i l l f i e l d c l e a r p i c t u r e . 
T a b l e 12 : INITIATION BY DIFFERENTMEMBERS ACCORDING TO THE 
TYfE OF FAMILY 
Husband Wife H u s b a n d C h i l d r e n Wife & O t h e r s 
& Wife C h i l d r e n 
N u c l e a r 
J o i n t 
34 
16 
32 
15 
24 
12 
9 
5 
14 
5 
6 
3 
T a b l e 1 3 : PERCENTAGE OF THE ABOVE 
Husband Wife Husband C h i l d r e n Wife & O t h e r s 
& Wife C h i l d r e n 
N u c l e a r 
J o i n t 
2 8 , 5 7 
2 8 . 5 7 
2 6 . 8 7 2 0 . 1 6 
26 .79 2 1 , 4 3 
7 . 5 6 
8 . 9 3 
1 1 , 7 6 
8 . 9 3 
5 .04 
5 . 3 6 
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i n i t i a t i o n V/s Itype of wife (earning or non-earning) 
From the present sample, there 55 families out of 175 
which have wife as the earning member. And the r e s t ±»e,120 cLtT. 
families which have house wives. This par t of analysis shows 
the relationship between the role of i n i t i a t i on and role of 
earning by the wives. 
Out of 55 families where wives are earning members, 
in 15 families i,e,27,27% husbands in t ia ted the idea of purchase, 
in 18 families i . e . 32.73% wives i n i t i a t ed , in 13 families 
i . e . 23.63%the in i t i a t i on is by both wife and husband, in 
only 2 families i . e . 3,6% children in i t i a t ed , in 6 families 
i . e . 10.91% wife and children i n i t i a t e d . The remaining 1 
family where wife i s earning member has an outside i n i t i a t o r . 
Interpretat ion 
Here we see that wife 's role i s leading. As she 
contributes to the common financial pool of the family her 
•say* is stronger. However husbands'role of i n i t i a t i o n i s also 
not very poor. The combined role of husband wife i s normal. 
Children, wife and children^and others are ins ign i f ican t . 
In the case of non-earning wives the tnaid goes tMm 
l i ke this^Out of 120 such familife's, in 34 families (28.33) 
husband in i t i a t ed , in 29 i . e . 24.16% families wife i n i t i a t e d , 
in 24 families i . e . 20% both husband and wife did the 
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i n i t i a t i o n , i n 11 f a m i l i e s i . e . 9 . 1 6 % c h i l d r e n i n i t i a t e d . 
I n 14 f a m i l i e s i . e . 11 ,66% b o t h w i f e a n d c h i l d r e n i n i t i a t e d . 
I n t h e r e s t 8 f a m i l i e s nobody i n i t i a t e d i . e . 6.66% o f t h e s e 
f a m i l i e s had i n i t i a t i o n from o u t s i d e . 
I n t e r p r e t a t i o n : The t r e n d i n t h i s t y p e i s a l i t t l e d i f f e r e n t . 
H e r e a g a i n h u s b a n d i s d o m i n a n t . The p e r c e n t a g e o f c h i l d r e n 
i n i t i a t o r s a r « a l s o c o m p a r a t i v e l y more i n t h e f a m i l i e s where 
w i v e s a r e n o t e a r n i n g . Wife a n d c h i l d r e n i n i a t i o n i s a l m o s t 
s a m e . The r o l e p l a y e d b y o u t s i d e r s w i t h r e g a r d s t o i n i t i a t i o n 
i s r e l a t i v e l y more h e r e . The f o l l o w i n g t a b l e s show t h e p i c t u r e 
c l e a r l y . 
TABLE 1 4 : INITIATION BY DIFFERENT MEMBERS ACGORDIKG TO THE 
TYPE OF WIVES. 
Husband Wife Husband C h i L d r e n Wife & O t h e r s 
& Wife / C h i l d r e n 
E a r n i n g 
Wife 15 18 13 
N o n - e a r n i n g 
w i f e 34 29 24 
TABLE 1 5 : PERCENTAGE OF THE ABOVE 
Husband Wife Husband 
& Wife 
11 
C h i l d r e n 
14 8 
Wife & O t h e r s 
C h i l d r e n 
E a r n i n g 
Wife 
N o n - e a r n i n g 
2 7 . 2 7 
2 8 . 3 3 
3 2 . 7 3 
2 4 . 1 6 
2 3 . 6 3 
20 
3 . 6 
9 . 1 6 
1G.91 
1 1 . 6 6 
2 . 0 1 
6 . 6 6 
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Influencing the idea of purchase 
Influence V/g-'jducabion 
tr 1 j>as also been made to find if there i s any 
relat ionship between the education of the husband and the 
role of influence by any member. The following data i s sorted 
out for this purpose. 
Out of the to t a l number of 22 under-graduate famil ies , 
nobody influenced the idea of purchase in 11 families i,e,50%» 
Influenced in 6 families i . e . 27.27%. Cliildren influenced 
in 5 families i . e . 22,73%. In undergraduate there i s no family 
where wife and children influenced together. 
Out of to ta l n\3mber of 59 graduates, noHbdy influenced 
in 26 families i . e . 44.06%. Wife influenced in 17 families i . e . 
28.8l%.tfhildren influenced in 7 families ±XMX &SXS± wl^ch comes 
to 11.86% and in 9 families i . e . 15.25% wife & children together 
influenced the idea of purchase which was i n i t i a t e d by onfiof 
the members of the family. 
Out of the t o t a l of 55 post-graduates, 27 (49.09%) had 
nobody in his family to influence the idea, in 18 families 
i . e . 32.73% wife influenced, in 3 families children i n i t i a t e d 
and in the r e s t I i . e . 12,73% families wife & children 
together influenced. 
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In 19 families of professionals who are 4 2 in a l l , 
nobody influenced. The percentage of those kind of families 
comes to 45.24, In 13 families i . e . 39.95% wife influenced 
and in 5 families i . e . 11,90% children influenced^wife & 
children together influenced in the r e s t 5 families i . e . 
11.90% again. 
Interpretat ion j The analysis fehows that mostly nobody in 
par t i cu la r influence the idea of purchase in i t i a t4d by 
others in the family. I t seems the in i t i a t i on i s enough to 
influence^ also »__But in the families of post-graduates and 
professional wives play the role of influencer to a larger 
extent comparatively. In the families of graduates and 
undergraduate also wife influences more than any other 
members of the family. Children also came in the influencing 
scene but the effect i s l i g h t . The role of influence in 
re la t ion with the educational qual i f icat ion can be clear ly 
xknderstood from the following tables which gives the data 
with percentage. 
Table 16 
= s s = : = = s s s s s s s s s s = 
Unde r -g ra dua t e 
Graduate 
Pos t -graduate 
p ro fes s iona l s 
Nobody 
11 
26 
27 
19 
Wife 
6 
17 
18 
13 
Children 
5 
7 
8 
5 
Wife & 
Children 
0 
9 
7 
5 
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Table 17 
Nobody Wife Children Wife and 
Children 
Under-graduate 
Graduate 
Po s t-gradua te 
professionals 
50 
4 4 . 0 6 
4 9 . 0 9 
4 5 . 2 4 
2 7 . 2 7 
2 8 . 8 1 
3 2 . 7 3 
3 0 . 9 5 
2 2 . 7 3 
1 1 . 8 6 
5 . 4 5 
1 1 . 9 0 
0 
1 5 . 2 5 
1 2 . 7 3 
1 1 . 9 0 
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The roles of influencing V/s occupation of wife (earning & 
houseliold) 
I t i s asstimed that the type of wife in the family 
has some affect on the role of influence. The re la t ionship 
as revealed by the survfcy)*as follows. 
Of the to ta l number 55 families where wives are 
eamingmembers, in 25 families i . e . 45.45% nobody influenced. 
In 19 families i . e . 34.54% wife influeptCedTin 5 families i . e . 
9.09% children did and in the r e s t jc6 families i . e . 10.90% 
wife & children together influenced. 
In the remaining 120 families^out of the t o t a l 175 
families wives were non-earning raemberi^ of the family. Out 
of these 120 families, in 54 families i . e . 45% nobody 
influenced, in 33 families i . e . 27.5% wife influenced, in 
17 families i . e . 14.17% children influenced and in the r e s t 
16 families i . e . 33.33^families wife and children together 
influenced. 
Interpret t ion ; The above analysis makes clear tha t inthe 
matter of influencing, wives need not be ac t i ve . Their 
i n i t i a t i on only i s enough. Whether »he is earning or not^ i t 
doesn' t make much of a difference. However earning wives 
influence more tha#i non-earning wives. Children and wife-
and-children So not affect as much as the wives. The following 
tables will make the in terpre ta t ion clearer and eas ie r to 
understand. 
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Table 18 
ROLE OF INFLUENCE BY DIFFERENT MEMBERS ACCORDING TO OHE TYPE OF 
WIFE 
Nobody Wife Children Wife & 
Children 
Earn ing 25 l 9 5 6 
N o t - e a r n i n g 54 33 17 16 
Table 19 
Nobody Wife Children Wiie & 
Children 
Earning 45,45 34.54 9.09 10.90 
Non-earning 44.44 28.20 14.52 12.82 
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Influence v/s age of children 
For the shke of convenience of the analysis the 
children are divided into two age groups - Minor i . e . 
below the age of 10 years and major i s 10 years and above. 
Out of the to ta l of 36 families with only 
minor children in 17 i . e . 47.22% families^ t7obody influenced, 
in 16 families i . e . 44,44 ^i fe influenced, in only 2 families 
i . e . 5.55% children influenced and in only 1 i .e.2.78% 
families wife and children together influenced. 
Out of the to ta l 116 families with major childrem, 
in 41 families i . e . 35.34% nobody influenced^ in 32 families 
/ 
i . e . 27.59% wife influenced, in 22 families i . e . 18.9/^% 
families children influenced. In the r e s t 21 families wife 
and children together influenced^ th i s comes to l8/l0%. 
Interpretat ion { The analysis shows that minor ychildren do not 
influence the purchase idea of a refregerator , major children 
influence to a great deal , e i t he r alone or combined with 
the i r mother. However, here also i t i s clear tha t wife i s 
more dominant and s t i l l more dominance i s nobodyibut husbands^ 
in the role of influencing. 
The following are the tables giving the actual 
number ond the percentages. 
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Table 20: INFLUENCE ACCORDING TO AGE OP CHILDREN 
Nobody Wife Children Wife and 
Children 
Minor C h i l d r e n 17 16 2 1 
M%jor C h i l d r e n 41 32 22 21 
T a b l e 21 PERCENTAGE OP THE ABOVE 
Hobody Wife Children Wife and 
Minor Children 47.22 44.44 5.55 2.78 
Major Children 35.34 27.59 18.97 18.10 
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Brand Choice v / s type of the family 
Assximing t h a t there might be some r e l a t i o n s h i p 
between brand choice and the type of the family. 
Out of 119 nuclear fami l i es surveyed, in 65 fami l i e s 
husband made the brand choice i . e . in 54.62% f a m i l i e s . In 12 
fami l ies i . e . 10.08% wife made the brand cho ice . In 25 fami l i e s 
i . e . 21.01% husband and wife made the brand choice j o i n t l y . 
In 8 famil ies i . e . 6,72% ch i ld ren made th'te cho ice . In 6 f ami l i e s 
i . e . 5,04% wife and chi ldren made the brand choice j o i n t l y . 
In the r e s t 2 fami l ies husband and ch i ld ren j o i n t l y chc se 
the brand i . e . in 2,50%. 
Out of the t o t a l of 56 J o i n t fami l ies in 34 
fami l ies i . e . 60,71% the brand was cho sen by the husband. 
In 5 famil ies i . e . 8,95% wife chc se the brand. In 8 fami l i e s 
i . e . 14,29% husband wife made the brand choice j o i n t l y . In 
7 fami l ies i . e , 12,5*!achildren made. In only 1 family wife 
and ch i ldren made the choice i . e . 1,79%. Husband and ch i ld r en 
a l s o made the choice in only 1 fami ly . 
I n t e r p r e t a t i o n : Ihe above a n a l y s i s shows t h a t whatever be 
the family type, husband i s dominant. Husband l a mojce 
dominant tp j o i n t fami l ies (60.71%) than in nuc lear f ami l i e s 
(54.62%), Thencomes the choice of husband and wife j o i n t l y . 
In nuclear famil ies i t i s more p r e v a l e n t than in j o i n t 
fami l i es i t i s more p reva len t than in j o i n t f a m i l i e s . Chi ldren 
aire more ac t ive in j o i n t fami l ies as compared to the chickdren 
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o f n u c l e a r f a m i l i e s . The combined c h o i c e by h u s b a n d - a n d - c h i l d r e n 
a n d w i f e - a n d - c h i l d r e n i s n e g l i g i b l e . The r o l e o f w i f e i n 
i n d e p e n d e n t l y making b r a n d c h o i c e i s n o t much . 
The f o l l o w i n g t a b l e s w i l l make t h e i n t e r p r e t a t i o n 
c l e a r e r . 
T a b l e 22 ; BRAND CHOICE IN ACCORDANCE WITH THE FAMILY TYPE 
Husband Wife Husband C h i l d r e n Wife & H u s b a n d 
& w i f e C h i l d r e n & C h i l d r e n 
Nuclear 
Jo in t 
65 
34 
12 
4 
25 
8 
8 
7 
6 
1 
2 
1 
T a b l e 23 
Husband Wife Husband C h i l d r e n Wife & H u s b a n d 
& Wife C h i l d r e n & C h i l d r e n 
N u c l e a r 5 4 , 6 2 1 0 . 0 8 2 1 . 0 1 6 . 7 2 5 , 0 4 2 . 5 0 
J o i n t 6 0 , 7 1 8 . 9 3 1 4 . 2 9 1 2 . 5 1.79 1 .79 
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Who went to purchase 
•ificnmewise'who went to purchase ' 
An at tempt i s made to der ive r e l a t i o n s h i p between the 
a c t u a l purchaser and the income group of the respondent . 
Out of the 9 fami l ies of I income group^ 5 cases i . e . in 
55.55% husband made the a c t u a l purchase,wife did not goto 
buy, in t h i s income group, n e i t h e r alone nor with her husband. 
In 2 cases i . e . 22.22% husband went with ch i ld ren and in 
the next 2 cases i<B. 22.22% again the r e f r i g e r a t o r was 
de l ive red on the door. 
Out of 20 fami l ies of I I income group^in 11 cases 
husband alone went to purchase i . e . in 55% c a s e s . In only 1 
case i . e . 5% wifea alone went to purchase . In 6 cases i . e . 30% 
wife and husband both went for the purchase . In the remaining 
2 cases i . e . l0% ch i ld ren accompanied the husband of the 
fami ly . There were 0 cases of door s tep d e l i v e r y . 
Out of 33 fami l ies of H I income group, in 17 cases 
husband alone went to purchase i . e . in 51.51% c a s e s . In 0 
cases wife alone went bu t in 14 cases i . e . 4 2.4 2% she accom-
panied her husband. In the remaining 2 cases i . e . 6.06% 
husband went with the c h i l d r e n . In t h i s income group a l s o 
no door step d e l i v e r i e s were made. 
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Out of 32 fami l ies of iV income group^ in 16 cases i . e . 
50% husband made the purchase . In 4 cases (12,5%) wife made i t , 
Jn 7 cases i . e . 21,87% husband and wife together went to buy. 
In 2 cases i . e . 6.25% chi ldren accompanied the husband and txi 
the remaining 3 cases i . e . 9.37% door s tep de l i ve ry was made. 
Out of the 23 famil ies of V income group, in 14 cases i . e , 
60,87% husband went to purchase^ in 1 case i . e . 4.35% wife 
went eidone and in 6 cases i . e . 26.09%. she accompanied her 
husband. In the remaining 2 cases i . e . 8.69% c h i l d r e n went 
with the husband. Hera a l so no door s tep de l ive ry was made. 
Out of the 58 famil ies of VI income group, in 30 cases 
i . e . 51.72% husband made the purchase a lone . In no, family 
here wife alone went^but in 18 cases i . e . 3 1 , 0 ^ she went toith 
her husband to buy. In 5 cases i . e . 8,62% chaldren accompanied 
t h e i r fa ther and in the remaining 5 c a s e s / i . e . 8.62% again the 
r e f r i g e r a t o r was iellvct^d <in the door-
I n t e r p r e t a t i o n : The ana ly s i s shows t h a t the re i s n ' t any 
r egu la r t rend of r e l a t i o n s h i p between income and the a c t u a l 
purchase^^ Although^ i n i t i a l l y upto the IV income group i t can 
be no4:6^^ t h a t with the increase of income the percentage of 
husband as the ac tua l purchaser i s decreas ing . Highest 
percentage i . e . 60.87% husbands as an ac tua l purchaser i s 
seen in V income group. In the r e s t of the fami l i e s the r o l e 
of husband as an ac tua l parchaser i s almost same i . e . around 
50%, In I I I income group maxim\am percentage of husband and 
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a n d w i f e wen t t o p u r c h a s e . i n t h e I income g r o u p t h e r e , i s n o t 
a s i n g l e c a s e w h e r e h u s b a n d a n d w i f e t o g e t h e r w e n t t o b u y . 
I n t h e I income g r o u p t h e h u s b a n d p r e f e r r e d c h i l d r e n t o w i f e 
t o accompany him t o make t h e p u r c h a s e . I n o t h e r income g r o u p s 
s m a l l p e r c e n t a g e o f h u s b a n d a n d c h i l d r e n a r e f o u n d a s a c t u a l 
p u r c h a s e r s , s i m i l a r l y t h e r e a r e v e r y few c a s e s i n w h i c h w i f e 
a(ia>ne makes t h e p u r c h a s e . By t h e a b o v e a n a l y s i s i t i s c l e a r l y 
i n t e r p r e t e d t h a t mxk h u s b a n d p l a y s t h e d o m i n a n t r o l e i n m a k i n g 
t h e a c t u a l p u r c h a s e ; may b e a l o n § , may b e w i t h w i f e o r may b e 
w i t h t h e c h i l d r e n . 
The f o l l o w i n g t a b l e s w i l l show c l e a r l y t h e nxamber o f 
c a s e s and t h e p e r c e n t a g e s o f members who w e n t t o p u r c h a s e 
a c c o r d i n g t o t h e i r income g r o u p . 
TABLE: 23 : INCOME WISE WHO WENT TO PURCHASE 
_ Husband Wife Husband & Husband & d o o r s t e p s 
I 
5 0 0 - 1 0 0 0 5 0 0 2 2 
I I 
1 0 0 1 - 1 5 0 0 11 1 6 2 0 
I I I 
1 5 0 1 - 2 0 0 0 17 0 14 2 0 
IV 
2 0 0 1 - 2 5 0 0 16 4 7 2 3 
V 
2 5 0 1 - 3 0 0 0 14 1 6 2 0 
VI 
a b o v e 3000 30 0 18 5 5 
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TABLE 24 : EBRCENTAGE OF THE INCOME-IVISE WHO WENT TO PURCHASE 
Husband Wife Husband & Husband & d o o r s t e p 
Wife C h i l d r e n d e l i v e r y 
I 
Rs,500-1000 55,55 0 0 22.22 22222 
I I 
Rs.lOOlD-1500 55 5 30 10 
I I I 
R s . 1 5 0 1 - 2 0 0 0 5 1 . 5 1 0 4 2 . 4 2 6 . 6 6 
IV 
R s . 2 0 0 1 - 2 5 0 0 50 1 2 . 5 2 1 . 8 7 6 . 2 5 9 . 3 7 
V 
R s . 2 5 0 1 - 3 0 0 0 6 0 . 8 7 4 , 3 5 2 6 . 0 9 8 . 6 9 
VI 
R " S . 3 0 0 0 above 5 1 . 7 2 0 3 1 . 0 4 8 . 6 2 8 , 6 2 
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CHAPTER-IV 
ANALYSIS-II 
(i) locus OF FAMILY AUTHORITY 
(a) Locus of family authority in nuclear and 
Joint families. 
(b) Affect of occupation of wife on the locus 
of family authority. 
(c) Affect of Education on the locus of family 
authority. 
(d) Affect of Income on the locus of the 
family authority. 
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Locus of family authority 
Marketers have researched various family charac ter i s -
t i c s that might provide a clue to the re la t ive influence of 
different family members in the purchase process, one charac-
t e r i s t i c , i s locus of family au thor i ty . According to Herbst 
there are four kinds of famil ies , 
1. Sync ra t io ; Sere most decisions are made Joint ly by the 
husband and wife. 
2, Autonomic : In th is kind of families equal number of sepa-
ra te decisions i s made by each par tner . 
3 , Husband dominante ; Here husband dominates in making 
decisions. 
4 . Wife dominance : In these kind of families wife makes most 
of the decisions i . e . wife dominates in decision making. 
All kinds of families are found a t any time although 
the re la t ive proportions may be changing over t ime. With 
r i s ing education and income,families are moviiW away from 
a husband dominance model towards a syncratic model and t h i s 
has important implication for marketers, i/i t he i r prospect 
target ing. 
to The present survey i s conducted find the purchase 
behaviour in different types of famil ies . The survey also 
seeks to find the relat ionship if any between type of family 
and the income group to which the family belongs. Similarly 
i t also endeavours to re la te education of the husband with 
the type of the family. T|ie type of families i s also studied 
in accordance with the nature of the family i . e . nuclear 
or join^. 
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Locua of family authority in nuclear and Joint families; 
Syncratic family. 
Out of the to t a l nxomber of 119 nuclear families 
surveyed,100 respondents were in favour of having a syncrat ic famil 
which comes to 84.03% of the nuclear famiii£S_suxveyed. 
6 respondents i . e . 5,04% were against i t and 13 respondents 
which comes to 19.92 acted neutral i . e . they nei ther favoured 
nor were against jcbdnt decision making i . e . syncrat ic family. 
In the £ase of Joint families out of 56 families 
surveyed, 46 respondents i l e . 82.14% favoured syncrat ic 
type of family. 65 respondents i . e . 8.93% only were against 
th i s type and the remaining 5 i . e . 8.93% again were neutral , 
meaning they neither favoured nor opposed syncrat ic type of 
family. 
Interpretat ion : The analysis shows tha t the respondents of 
both nuclear and jo in t families are highly in favour of 
syncretic type of family. The people who disagree with th i s 
ifiype of family are in negligible nOmber in comparison to tiiose 
who agree. A l i t t l e more than those who disagree are the people 
who e i ther do not want to disclose the i r views or j u s t wanted 
to be neutral^ may be due to t he i r inherent views agains t the 
Syncratic type of the family. 
Autonomic family : Out of 119 nuclear families interviewed, 77 
respondents i . e . 64.71% of the t o t a l nuclear families were in 
agreement with autonomlous type of family. 29 Respondents i . e . 
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24.37% disagreed with th is type of family. The remaining 13 
respondents i . e . 10.9 2% neither agreed nor disagreed. 
In the case of jo in t families, out of 56 families 
interviewed^37 respondents i . e . 66.07% favoured autonomic 
type of family. 8 respondents i . e . 14.29% opposed and the 
r e s t 11 respondents i . e . 19.64% remained s i l e n t i . e . neu t r a l . 
Interpretat ion : Ttie above analysis makes i t clear^ a majority 
of respondents in both nuclear and j o i n t families agree with 
autonomic type of family. In j o i n t family class the respondents 
are more in favour than in nucleai- family. People who oppose 
th i s are more (24.37%) in Nuclear family class thanin j o i n t 
family class (14,29%). The people who are d is in teres ted or 
with neutral views are very few. Howev^ r^, comparatively they 
i . e . neutral people are more in jp in t family class , 
Husband dominance : 
Out of 11 9 families^dnly Ws respondents i . e . 12.61% 
favoured th is type of family. 91 respondents i . e . 76.47% 
were against husband dominance type of famil ies . 13% respondents 
i . e . 10.92% were neut ra l . 
In the case of jo in t families, out of 56 families^16 
respondents i . e . 28.57 were in favour. 34 respondents i . e . 
60,71% were against husband dominance. The r e s t i . e . 6 
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respondents were neutral which comes to 10.71%. 
Interpretat ion : The above analysis t e l l s us tha t very few 
people are in favour of the husband dominance families.Majority 
of the respondents are against th i s type of family^ iirrespective 
of the nature of the family they are from. Comparatively husband 
dominance families are more prevalent in jo in t family c l a s s , 
Wife dominance 
Of the 119 nuclear families 60 respondents i . e . 50.4 2% 
were in favour of wife dominance type of famil ies . 40 respon-r 
dents i . e . 33,67% opposed. The r e s t 19 respondents i . e . 15,97% 
were neutra l . 
In the case of jo in t family class out of 56 families 
23 respondents i . e . 41.07% agreed with th is type of family. 
25 respondents i l e . 44,64% opposed and the r e s t 8 respondent 
i . e . 14,29% remained neu t ra l . 
Interpretat ion : From the above analysis one can make out^ in nuc-
lea r families wife dominance i s accepted more. But in j o i n t 
families wife dominance isnot accepted as much. The percentage 
analysis shows that in jo in t family class majority of respon-
dents are against wife-dominance. As usual a small percentage 
of respondents remained neutral) as they do not want to give 
the i r opinion. 
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From the following two tables the above analysis 
and interpretation can be easily understood. 
Table 25: AFFECT OF NATURE OF FAMILY ON LOCUS OF FAMILY 
AUTHORITY 
Autonomic Husband wife 
dominance dominance 
15 60 
91 40 
13 19 
16 23 
34 25 
6 8 
Table 26j PERCENTAGE OF THE ABOVE 
S y n c r a t i c Autonomic Husband Wife 
dominance dominance 
===»========== 
N u c l e a r A 
fami ly ^ 
N 
J o i n t A 
Family D 
N 
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» = , = = : = = = s = » = = : = s s r : : 
100 77 
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13 13 
46 37 
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5 11 
N u c l e a r 
f ami ly 
J o i n t 
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cfect of occupation of wife (earning m>A household) on 
ie locus of family au thor i ty . 
S ^ c r a t i c family : Out of the to ta l of 55 families where 
wives are earning member of the family;52 irespondents i . e . 
^4.55/fwere in favour of Syncratic type of family, 2 respondents 
i . e . 3.64% only were agadsnst and 1 respondent i . e . 1,82% was 
n e u t r a l . 
In the case of families where wives ore of household 
i . e . non-earning, out of 120 families surveyed 100 respondents 
i . e . 83.33% were in favour of Syncratic type of family,8 
respondents i . e . 6.67% were agains t and 12 respondents i . e . 10% 
acted neut ra l . 
Interpretat ion : I t i s again obvious tha t in both types of 
families the respondents in large quant i t ies are in favour 
of syncratic type of family. The families where wives are 
earning, are more in favour (94,55%) than the respondents from 
househodl wives' families (83,33%) , The respondents of neutral 
views are more in the families when wives are non-eaming 
members. 
Autonomic family : 
Of the to ta l of 55 families where wives are earning 
members;30 respondents i , e . 54,55% were in favour of autonomic 
type of family, 15 respondents i , e , 27.27% were against i t and 
10 f«spondents i . e , 18.18% were neutral in the i r views i . e . they 
6 '^f 
n e i t h e r agreed with autonomic family nor d isagreed with i t . 
S imi lar ly out of the t o t a l of 120 fami l i e s where 
wives are of household, 88 respondents i . e . 73.33% were 
infavour of autonomic family, 20 respondents i . e . 16.67% were 
a g a i n s t i t and 12 respondents i . e . 10% remained n e u t r a l . 
I n t e r p r e t a t i o n : One can e a s i l y i n t e r p r e t from the above 
a n a l y s i s t h a t majori ty of the respondents a r e a l s o in favour 
of autonomic type of family comparatively respondents of non-
earning wives ' fami l ies a re more in favour (73.33%) than the 
respondent of the fami l ies where wives are ea rn ing members 
(54.55%) . 
Husband dominance; 
Out of the t o t a l of 55 fami l ies where wives are ea rn ing 
members^6 respondents i . e . 10.91% only were in favour of 
husband dominance type of family^ 46 respondents i . e . 83,64% were 
a g a i n s t thds type of family. 3 respondents i . e . 5.4 5% remained 
n e u t r a l . 
S imi lar ly ou t of 120 fami l i e s where wives a re of 
household,'*respondents i . e . 10.83% only were in favour of 
husband dominanee^ 100 respondents i . e . 83.33% were a g a i n s t 
t h i s . The r e s t 7 respondents i . e . 5.83% remained n e u t r a l . 
I n t e r p r e t a t i o n i I t i s c l e a r from the above a n a l y s i s t h a t 
husband dominance fami l ies a r e no t favoured by many, i r r e s p e c t i v e 
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of the occupation of the wife, husband dominant families 
are favoured by few people only. There isno difference 
between the two kind of families - wife earning and wife 
non-earning, with regards to the locus of family author i ty . 
Wife dominance 
Out of a to ta l of 55 wife earning families^ 21 
respondents i , e . 38,18% were in favour of wife dominance 
type of family. 24 faspondents were against i t i , e . 43,64%, 
The r e s t 10 respondents Ie . l8 . l8% remained n e u t r a l . 
Similarly out of 120 families where wife i s not 
earning member^  65 respondents i . e , 54,17% were in favour 
of wife dominance families^40 respondents i . e , 33,33% were 
against th is type of family. The r e s t 15 respondents i . e , 
12,5% remained neutral• 
Interpretat ion : From the above analysis i t i s seen tt&. t out 
of wife earning families there are more or less equal 
respondents who are in favour and against the wife dominance 
famil ies , ^^owever comparatively the respondents who are aga ins t 
wife dominance families are more. But i t i s otherway round 
in the case of the families of household wives Jibre respondents 
are in favour of wife dominance families (54,17%) . 
The following tables m^ke the above analysis eas ie r 
to in t e rp re t . The percentage data is more effect ive in 
explaining the analysis and in te rp re ta t ion . 
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Table 27: WIFE'S OCCUPATION WISE LOCUS OP FAMILY 
Sync ra t i c 
52 
Autonomic Husband Wife 
dominance dominance 
Earn ing D 2 i S 
wife 
N 1 
30 
46 
10 
6 
46 
3 
21 
24 
100 
A 100 
non- D 8 
e a r n i n g 
wife N 12 
88 
20 
12 
13 
loo 
7 
65 
40 
15 
Table 28 : PERCENTAGE OP THE ABOVE 
Autonomic 
54 .55 
27 .27 
18 .18 
73.33 
16.67 
S ^ S S S S S S S S S — S S S S S S S S S S ; IS SS SS SS SS w SS: 
Sync r a t i o 
=========»==== 
Earn ing A 
wi fe 
D 
N 
Non-earn ing A 
wi fe 
D 
s = : s s s - s s : 
94 .55 
3.64 
1.82 
83 .33 
6.67 
Husband Wife 
dominance dominance 
10.91 
83.64 
5.45 
10.83 
83.33 
38.18 
4 3.64 
18.18 
54.17 
33.33 
N 10 10 5.83 12.5 
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fjBgfr of education on the locus of the family atathority: 
Sonera t ic family 
Out of the to t a l 22 under-graduates^20 respondents i . e . 
90.91% were in favour of Syncratic type of family. 1 respondent 
i . e . 4,51% was against th is type of family and the remaining 
1 respondent i . e . 4.51 again remained neu t r a l . 
Of the to ta l 59 graduates^43 respondents i . e . 72.88% 
favoured Syncratic type of family. 4 respondents i . e . 6.77% 
were against i t and 12 respondents i . e . 20.33% acted neu t r a l . 
Of the to ta l 55 post graduates 47 respondents i . e . 
85.45/[were in favour of Syncratic families^3 respondents i . e . 
5 .45^ were against i t and the remaining 5 respondents i . e .9 .09% 
were aeu t ra l , 
Of the to ta l 4 2 professionals^36 respondents i . e . 85.71% 
were in favour of the syncratic famil ies . 2 respondents i . e . 
4.76% only were against th i s and the remaining 4 respondents 
i . e . 9.52% acted neu t ra l . 
Interpretat ion : From the analysis above i t i s eas i ly in t e r -
preted that whatever may be the educational qua l i f ica t ion of 
the husband^ thie majority of the respondents are in favour 
of the Syncratic famil ies . Highest percentage of supporters 
of Syncratic families are from the families of undergraduates. 
in graduate class many respondents (20.33%) give neutra l views, 
very small percentage of respondents in a l l educational 
classes are against Syncratic type of family. 
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Autonomic family 
Out of the t o t a l of 22 fami l i e s of undergraduate , 
l6respondents i . e . 72.73% favoured autonomic f a m i l i e s . Only 
4 respondents i . e . 18.18% opposed t h i s and the remaining 
2 respondents i . e . 9.09% acted n e u t r a l . 
Of the t o t a l 59 fami l ies of g radua tes , 40 respondents 
i . e . 67.80% favoured autonomic fami ly . lO respondents i . e . 
16.95% opposed t h i s and the remaining 9 respondents i . e . 
15.25% remained n e u t r a l , 
Of the t o t a l 55 fami l ies of p o s t graduates 33 respon-
dents i . e . 60% favoured autonomic type of family . 13 respon-
dents i . e . 23,63% opposed i t . The remaining 9 respondents 
i . e . 16,36% remained n e u t r a l . 
Of the t o t a l 4 2 fami l ies of p ro fess iona l 29 respon-
dents {72,73%> favoured t h i s type of f a m i l i e s . 6 respondents 
i . e . 14.29% opposed and the remaining 7 respondents i . e . 
16,67% remained n e u t r a l . 
I n t e r p r e t a t i o n : The ana lys i s t e l l s us t h a t many respondents 
favour autonomic type of fami l i es a l s o . In a l l the educa-
t i o n a l c lasses major i ty of the respondents favoured au tono-
mic f ami l i e s . However, there aire s u b s t a n t i a l number of 
respondents who are aga ins t t h i s type of the fami ly . Out of 
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a l l the educat ional c l a s ses the h i g h e s t percentage of respon-
dents who favour t h i s type of family a re from undergraduate 
c l a s s (72,73%) , Quite a good percentage of respondents remained 
n e u t r a l without giving spec i f i c view about autonomic type of 
family . 
Husband dominance family ' 
Out of the t o t a l of 22 fami l i e s of vinder graduates 
only 3 respondents i . e . 13.64% were in favour of husband 
dominance type of family^19 respondents i . e . 86.36% were 
a g a i n s t i t . Thenjwere no respondents with n e u t r a l v i ews . 
Of the t o t a l of 59 graduates only 8 respondents i . e . 
13.56% favoured husband dominance. 43 of them i . e . 72.88% 
opposed and the r e s t 8 i . e . 13.56% remained n e u t r a l . 
Of the 55 p o s t graduates^only 5 i . e . 9.09% favoured 
husband dominance^45 of them i . e . 81.82% opposed 
and the r e s t 5 i . e . 9.09% remained n e u t r a l . 
Of the 4 2 fami l ies of p ro f e s s iona l s only 2 respondents 
i . e . 4.76% favoured husband dominance. 36 of them i . e . 85,71% 
opposed i t . The r e s t 4 i . e . 9.52% remained n e u t r a l . 
I n t e r p r e t a t i o n : Again i t i s seen t h a t whatever may be the 
educat ional q u a l i f i c a t i o n very few respondents favoured 
husband while a majori ty of them opposed i t . H i g h e s t percen tage 
of opposi t ion i s from undergraduates and p r o f e s s f i o n a l s 
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Next a re pos t graduates and graduates r e s p e c t i v e l y . As 
usual very small percentage of respondents ramained n e u t r a l 
regarding husband dominance f a m i l i e s . 
Wife dominance family 
Out of the t o t a l of 22 f a m i l i e s of undergraduates 
14 respondents agreed with wife dominance i . e . 63.64% «yf them. 
6 respondents i . e . 27.27/opposed i t . The r e s t 2 respondents 
i . e . 9.09% only remained n e u t r a l . 
Of the t o t a l of 59 fami l i e s of graduates^30 respondents 
i . e . • 50.85% agreed with wife dominance. 17 of them 
i , e . 28.81% disagreed while 12 i . e . 20,33 remained n e u t r a l . 
Out of the t o t a l of 55 fami l i e s of pos t graduates 26 
i . e . 47.27 agreed with wife dominance 20 of them i . e . 36.36% 
disagreed and the r e s t 9 respondents i . e . 16.36% remained 
n e u t r a l . 
From the t o t a l of 42 fami l ies of profess ionals^H 21 
i . e . 50% agreed with wife dominance while 18 of them i . e . 
4 2,86% disagreed,©nly 3 respondents i . e . 7.14% were n e u t r a l . 
I n t e r p r e t a t i o n : From the above a n a l y s i s i t can be noted^a 
major por t ion of the respondents favour wife dominance 
i r r e s p e c t i v e of the educat ional q u a l i f i c a t i o n . At the same 
time a s t jbs tant ia l percentage of respondents a r e a g a i n s t t h i s 
type of family. Highest percentage of respondents (63,64%) 
7? 
favouring this type of family is from undergraduates again. 
At the same time highest percentage of opposition is from 
professionals (42,86%). This shows that there are still many 
people who are against wife dominance. 
The tables below will make the analysis easier. 
Table 29: EDUCATION WISE LOCUS OF THE AUTHORITY 
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feet of Income on the locus of family authority. 
Acratic family 
/ \ 
i Out of the t o t a l of 9 fami l ies which f a l l in Rs.500-1000 
income group,. 5 respondents i . e . 55,55% favoured sync ra t i c 
type of family. Only 1 respondent i . e . 11.11% opposed i t . The 
r e s t 3 famil ies i . e . 33.33% remained n e u t r a l . 
Out of the t o t a l of 20 fami l ies of Rs. (1001-1500 
income group, 17 respondents i . e . 86% were in favour of 
Syncra t ic famil ies^only 1 respondent i . e . 5% opposed i t and 
the r e s t 2 respondents i . e . 10% remained n e u t r a l . 
Of the t o t a l of 33 fami l ies f a l l i n g unde^p4ts .1501-2000 
income group, 30 respondents i . e . 90.91% iBavoured, only 1 
respondent (3,03) opposed while 2 of them i . e . 6.06% remained 
n e u t r a l , 
Of the t o t a l of 32 f ami l i e s f a l l i n g in Rs.2001-2500 
income group, 28 respondents i . e . 87,50% favoured s y n c r a t i c 
family, 2 respondents i . e . 6,25% only opposed i t . S imi l a r ly , 
only 2 respondent i . e . 6.25% remained n e u t r a l . 
in 
of the t o t a l of 23 f ami l i e s fal l ingy the next income 
group i . e . Rs.2501-3000, 20 respondents i . e . 86.96% favoured 
Syncra t ic f ami l i e s , only 1 respondent i . e . 4.34% was a g a i n s t 
i t while only 2 respondents i . e . 8.70% remained n e u t r a l . 
Out of the t o t a l of 58 fami l ies f a l l i n g i n l a s t 
income groupas per our c l a s s i f i c a t i o n i . e . above Rs,3000, 49 
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respondents i . e . 84,48% favoured, 4 respondents i . e . 6.70% 
opposed while 5 of them i . e . 18,62% remained n e u t r a l . 
I n t e r p r e t a t i o n : I t i s qu i t e obvious from the above a n a l y s i s 
t h a t a majori ty of the respondents a re in favour of Sync r a t i o 
type of family, i r r e s p e c t i v e of the income group to which they 
be long . However, h ighes t percentage of favour i s from the 
respondents of I I I dncome group i . e . Rs.1501-2000. Leas t favour 
i s from the respondents (55.55%) of I income group i . e . 
Rs.500-1000. Most of the r e s t of them remained n e u t r a l (33.33%). 
very few respondents , whatever may be the income group a r e 
a g a i n s t Syncratic type of family . 
Autonomic family : 
Out of the t o t a l of 9 famil iesof I daicome group 
(Rs.500-1000), 5 respondents i . e . (55.55%) favoured autonomic 
type of family while 2 respondents i©. 22.22% opposed. The r e s t 2 
of them i . e . 22,22% again remained n e u t r a l . 
Out of the t o t a l of 20 fami l i e s of I I income group 
(Rs.1001-1500) 14 respondents i . e . 30% favoured autonomic 
type of family. 2 respondents i , e , 10% opposed i t , while the 
r e s t 4 respondents i , e , 20% remained n e u t r a l . 
Out of the t o t a l of 33 fami l ies f a l l i n g in I I I income 
group (Rs.1501-2000); 26 respondents i . e . 78.79% favoured while 
3 of them i . e . 9.09% opposed. The remaining 4 respondents i . e . 
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12,12% remained n e u t r a l . 
Of the t o t a l of 38 f ami l i e s of IV income group (Rs. 
2001-2500), 17 respondents i , e , 53,13% favoured autonomic 
family while 10 of them i , e , 31,25% opposed. The r e s t 5 respon-
dents i , e , 15,63% remained n e u t r a l . 
Out of the t o t a l of 23 fami l ies of V income group 
(Rs,2501-3000) iiA respondents i . e , 60,87% favoured while 7 of 
them i . e , 30.43% opposed t h i s type of fami ly . The r e s t 2 
respondents i e , 8,70% only remained n e u t r a l . 
Out of the t o t a l of 58 fami l i e s of VI income group 
(abpve Rs,3000) 38 respondents i , e , 65,52% favoured autonomic 
type of family while 10 of them i , e , 17,24% opposed. The r e s t 
lO i , e , 17,24% again remained n e u t r a l . 
I n t e r p r e t a t i o n : From the above a n a l y s i s i t i s c l e a r t h a t 
major i ty of the respondents^ irrespea4;ive of t h e i r income 
groups, a r e a l so in favour of autoriomic type of fami ly . However, 
t he re a re comparatively qu i t e some respondents in a l l the 
income groups who are not in favour of t h i s type of family . 
Lowest percentage of favour i s from I income group and h i g h e s t 
percentage of favour i s from I I I income group. Highest degree 
of opposi t ion towards autonomic type of family i s from the 
respondents of V income group . As usual the re a r e c e r t a i n 
respondents who remained s i l e n t hwere a l s o . Highest percentage 
of n e u t r a l views a r e from the I Income group i . e , (Rs,500-1000), 
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Husband dominance 
Out of the t o t a l of 9 f ami l i e s of I income group only 
1 respondents i . e . 11.11% favoured husband dominance while 7 of 
them i . e . 77.77% were aga in s t t h i s . The r e s t 1 respondent i . e . 
11.11% ronained n e u t r a l . 
Of the t o t a l of 20 f ami l i e s of I I income group only 2, 
respondents i . e . 10% favoured husband dominance while 14 of them 
i . e . 70% were a g a i n s t t h i s t ype . 4 of them i . e . 20% remained 
n e u t r a l . 
Of the t o t a l of 33 fami l i e s of I I I income group only 
3 respondents i . e . 9.09% were in favour of husband dominance 
while 27 of them i . e . 81.81% opposed husband dominance. Itie 
r e s t 3 respondents i . e . 9.09% remained a e u t r a l . 
Of the t o t a l of 32 f ami l i e s of IV income group^only 
3 respondents i . e . 9.38% w ere in favour of husband dominance 
while 26 respondents i . e . 81.25% of than were a g a i n s t i t . The 
remaining 3 i . e . 9.35% remained n e u t r a l . 
Out of the t o t a l of 23 f ami l i e s of V income group 
only 3 respondents i . e . 13.04% favoured husband dominance 
while 20 of them i . e . 86.96% were a g a i n s t t h i s type of family. 
Surpr i s ing ly no respondent remained neu t r a l h e r e . 
ef the t o t a l of 58 f ami l i e s of VI income group only 
7 respondents i . e . 12.07% favoured while 45 of them i t .17 .59% 
opposed. The r e s t 6 i . e . 10.34% of them remained n e u t r a l . 
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Interpretation : Again from the above analysis eue can clearly 
and easily interpret^the respondents of all the income groups 
in majority oppose husband dominance,Very few respondents, the 
highest percentage being farom V income group respondents favoured 
husband dominance. Maxim\am opposition is also from V income group 
respondents. As usual a few respondents remained neutral. Lowedt 
degree of opposition is from the respondents of III income group* 
This is because 20% of the respondents in this income group gal»e 
neutral view. 
Wife dominance 
Out of the t o t a l of 9 fami l ies of I income group^ 3 
respondents i . e . 33,33% favoured wife dominance while 5 of them 
i . e . 55.55% opposed. The r e s t 1 respondent i . e . 11.11% 
remained n e u t r a l . 
Of the t o t a l of 20 f a m i l i ^ of H income group, 11 
respondents i . e . 55% favoured wife dominance while 6 respondents 
i . e . 30% opposed. The r e s t 3 respondents i . e . 15% remained 
n e u t r a l . 
Of the t o t a l of 33 fami l ies of I I I income group,18 
respondents i . e . 54.55% favoured wife dominance while 10 of them 
i . e . 30.30% opposed. The r e s t 5 respondents i . e . 15.15% 
remained n e u t r a l . 
Out of the t o t a l of 32 fami l ies from IV income group, 
16 respondents i . e . S0% favoured wife dominance while 13 of them 
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i . e . 40.63% opposed. The remaining 3 respondents i . e . 9.38% 
were n e u t r a l . 
ou t of the t o t a l of 23 f ami l i e s of V income^ group^ 
12 respondents i . e . 52.17% favoured wife dominance while 8 of 
them i . e . 34.78% opposed. 3 respondents i . e . 13,04% remained 
n e u t r a l . 
Out of the t o t a l of 58 f ami l i e s from WI income group^ 
28 respondents i . e . 48.28% favoured wife dominance while 19 
of them i . e . 32.76% opposed. 11 respondents of t h i s group i . e . 
18.97% remained n e u t r a l . 
I n t e r p r e t a t i o n s From Wie above a n a l y s i s once aga in i t i s c l e a r 
t l ia t majori ty of the respondents a r e in favour of wife dominance 
However, many respondents a reaga- iaa i_ th i& '^ype of fami ly . 
Most of the respondents of 1 dncome group (55,55%) a re agadns t 
wife dominance type of family. The h ighes t percentage of 
oppos i t ion (40.63%) i s from the respondents of the IV income 
group . Highest percentage of favour i s from the respondents of 
I I income group. However, i t can be assumed t h a t more o r l e s s 
equal no . of respondents who favour and who a r e a g a i n s t wife 
dominance p r e v a i l in the sample with r e spec t to income. As 
usua l tX small percentage of respondents ga«re n e u t r a l v iews . 
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Table 31: INCOME WISE LOCUS OF THE FAMILY AUTHORITY 
SyHcratlc Autonomic HusBanS Wifi~3omInanci* 
dominance 
A D N A D N A D N A D N 
I 
( 5 0 0 - 1 0 0 0 ) 5 1 3 5 2 2 1 7 1 3 5 1 
I I 
(10001-1500) 17 1 2 14 2 4 2 14 ID4 11 62 3 
I I I 
( 1 5 0 1 - 2 0 0 0 ) 30 1 2 26 3 4 3 27 3 18 10 5 
IV 
( 2 0 0 1 - 2 5 0 0 ) 28 2 2 1 7 10 5 3 26 3 16 13 3 
V 
( 2 5 0 1 - 3 0 0 0 ) 20 1 2 14 9 2 3 20 0 12 8 3 
V I 
a b o v e 3000 49 4 5 38 10 10 7 45 6 28 IjQ 11 
It 
H 
tr; 
s §H 
r^  
<c 
>H 
1-^ 
M 
1 
r-M 
M 
K t^ 
m 
O 
CO 
P 
o 3 
H 
CO 
H 
s 1 
M 
«; - * 
O 
O 
2 
H 
M T ' 
H 
tn 
O 
M 
^ 
B 
25 
M 
O OJ 
W 
P4 
•• 
rJ 
CO 
U 
a 
m 
<c EH 
fl 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
It 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
11 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
It 
11 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
li 
II 
It 
II 
II 
II 
II 
It 
II 
II 
II 
II 
II 
II 
II 
II 
II 
o 
c 
»d 
c 
•H 
6 Q 
o 
-a 
0) 
m 
•H 
s <i: 
(U 
o 
c (0 
C 3 
•H 
e J2 t j 
'd Q 
a (0 
Xi 
CQ 
3 
DC < 
a 
o 
• H 
E Q 
O 
a B 
0 
< < 
•z 
o 
•H 
+J Q 
f >-l 
O 
^ 
CO < 
II 
it 
II 
It 
it 
II 
II 
11 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
It 
II 
II 
II 
11 
II 
II 
II 
II 
II 
II 
II 
u It 
II 
II 
It 
II 
II 
II 
It 
II 
It 
II 
It 
It 
II 
II 
II 
II 
It 
11 
11 
II 
II 
It 
II 
II 
II 
II 
II 
It 
II 
II 
II 
II 
It 
II 
It 
It 
It 
It 
It 
II 
II 
II 
It 
II 
It 
II 
II 
It 
It 
It 
It 
II 
II 
II 
It 
It 
II 
It 
r-t 
t H 
• 
rH 
T-t 
i n 
i n 
• 
m 
I f ) 
ro 
m 
• 
n 
ro 
t - f 
rH 
• 
T H 
rM 
r-
c^  
• 
r» 
r-
rH 
t H 
• 
r-i 
rH 
CM 
CM 
• CN 
CM 
CM 
CM 
• CM 
CM 
IT) 
i n 
• i n 
i n 
ro 
ro 
• 
CO 
00 
T H 
r H 
• 
r H 
r H 
i n 
i n 
• i n 
i n 
^ - v 
o 
o 
o 
r H 
1 
o 
o i n 
H —' 
i n 
r S 
o 
ro 
i n 
i n 
o CM 
O 
r-
o 
r H 
o CM 
o 
r-i 
O 
r» 
o 
r H 
o 
tf» 
i n 
CO 
H 
H 
* » - ^ O 
o i n 
r H 
1 
rH 
O 
O 
r H 
^^ 
i n 
r ^ 
• i n 
r H 
o 
ro 
• 
o CO 
i n 
i n 
• 
sf 
i n 
(y\ 
o 
• 
a\ 
rH 
CO 
• 
r-i 
CO 
Cf\ 
o 
• 
OS 
CM 
r H 
• CM 
r-i 
a\ 
o 
• 
ON 
cr> 
c-
• CO 
r -
vo 
vO 
• 
VO 
ro 
O 
• 
ro 
rH 
a\ A 
o 
o\ 
H 
H 
H I 
^--x 
o 
o 
o CH 
1 
r-l 
o i n 
r H 
— 
00 
ro 
• 
OS 
ro 
vO 
• O 
"!l< 
o i n 
GO 
ro 
• 
CTi 
i n 
CM 
• 
r H 
00 
CO 
ro 
• 
Ch 
ro 
vO 
• i n 
r H 
i n 
c^ a 
• 
r H 
fi 
ro 
TH 
• 
ro 
i n 
i n 
CM 
• 
vO 
i n 
CM 
• \D 
O 
i n 
• p-
00 
^ * s 
o 
o i n 
CM 
1 
r H 
O 
O 
> t M 
H > — 
• < * 
o 
• 
CO 
r H 
CO 
r-
• 
• < * 
CO 
r-
r H 
• CM 
i n 
o 
VO 
cri 
• 
VO 
00 
Tl ' 
o 
• 
CO 
r H 
o 
r* 
• OB 
ro 
• * 
• 
o 
ro 
[^ 
« 
• O 
vO 
O 
r-
• 00 
•<* 
ro 
• 
-<* 
• < i ' 
ON 
• 
VO 
CO 
^^ 
o 
o 
o 
ro 
1 
T-i 
o i n 
CM 
>^ 
r-
ON 
• 
CO 
r H 
•«;1< 
r-
• 
OJ 
ro 
00 
CM 
• 
CO 
-* 
<Tt 
m 
• 
o 
r H 
<3N 
i n 
• 
r^  
r-
t ^ 
o 
• 
CM 
r H 
• > * 
CM 
• 
r>-
rH 
'=i' 
»* CM 
• 
r> 
r H 
CM 
i n 
• i n 
vO 
CM 
\D 
t 
00 
r H 
O 
r~ 
• 
VO 
CO 
•>* 
• 
•* 
00 0) 
> 
0 
^ 
^ 
r-t 
O 
O 
H f O 
> w 
It 
It 
II 
n 
II 
It 
It 
It 
II 
11 
It 
It 
It 
It 
11 
It 
II 
II 
It 
II 
II 
II 
It 
11 
It 
It 
It 
It 
II 
It 
II 
It 
u It 
It 
II 
II 
It 
II 
It 
It 
It 
II 
It 
It 
It 
It 
It 
It 
It 
H 
It 
It 
It 
It 
II 
II 
It 
II 
It 
II 
II 
It 
It 
It 
II 
It 
II 
II 
It 
II 
II 
it 
II 
II 
It 
n It 
It 
It 
II 
11 
II 
It 
II 
It 
It 
tt 
It 
It 
tt 
It 
II 
It 
11 
It 
86 
87 
| :;:i i::;: 
t.„;a; 
m 
;!ii;;i;:; I- -*tt""r'''iiithT 
• • • ' • ' - ' : ; 1 
:ju.: 
:f!-:r 
iu: 
i'i 
:.iU. 
il 
iti 
m 
m 
lp^^^ii^M^>k^^^»^>i^^ 
W tM>Mm;>ii^i^^ 
Tt'TnTii*•"' : 
t i l 
iii 
•itfrHirll 
i i inli i 
Sfe^V^\\\H^^^^^y^»J^^!:^^:^^^^-^\^^^^ 
^^^K^\^-^^^\ \ \ \^ \ \^^:^^^^^5^l 
5 
Q ^ 
s 
a 
• 1 1 
•tI-l£::-i.^tE:L"-Si::., 
kK^-^^^^KKXS'^^^^^i^^VX^V^^^^^^^VVX^^^^^ 
JSS<ty^Nys?^^^^yx\\\\\^^^ 
0 
o 
•4 
fe^^^?^^^^is^N^^>^<^^^^^y^»»^»^^ 
lit if I m 
»^\V<»^^^^\\\^-^^:^i^^^^»:>;^:i^^^^^ 
num iif^  
,:iui|i4JlIj|i! 
I-ililillilii 
^ a 

CHAPTER~V 
FINDINGS AND CONCLUSION 
(i) SUMMARY OP THE FINDINGS 
(ii) IS THE INFORMATION CORRECT 
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FINDINGS AND CONCLUSION 
l^e p r e s e n t s t u d y was i n t e n d e d t o i d e n t i f y t h e d e c i s i o n 
making u n i t s o r r a t h e r d i f f e r e n t r o l e s p l a y e d by t h e d i f f e r e n t 
members of the fami ly i n the p r o c e s s of r e f r i g e r a t o r p u r c h a s e . 
Th i s p r o d u c t was chosen because i t was t h o u g h t t h a t p u r c h a s e 
d e c i s i o n of t h i s p r o d u c t i n v o l v e s many f ami ly members. I t was 
a l s o t h o u g h t t h a t t he p a t t e r n of buying d e c i s i o n making w i l l 
be d i f f e r e n t i n d i f f e r e n t f a m i l i e s depending on soc io -economic 
f a c t o r s l i k e s e d u c a t i o n , o c c u p a t i o n of husband and w i f e , income 
of husband and w i f e , n o . of c h i l d r e n , c h i l d r e n ' s a g e , t y p e of 
t h e f a m i l y e t c . l e t u s now r e c o n s i d e r t h e v a r i o u s f a c t o r s ^ t h e i r 
r e l a t i o n s h i p and impac t on t h e buying b e h a v i o u r . 
Income V/s family t y p e ; 
A n t i c i p a t i n g a c e r t a i n p a t t e r n of r e l a t i o n s h i p be tween 
t h e income and fami ly t ype ( i . e . j o i n t f a m i l y o r n u c l e a r ) 
th i l s t r i a l was made. But from t h e a n a l y s i s no p a t t e r n of 
r e l a t i o n s h i p was o b t a i n e d . In g e n e r a l n u c l e a r f a m i l i e s a r e more 
p r e v a l e n t . 0^lr a n a l y s i s shows t h a t i n I income group ( R s . 5 0 0 -
1000) most of the f a m i l i e s were j o i n t (77.7%) and a l s o i n IV 
income group 75% were j o i n t f a m i l i e s . Thus we see t h a t i n low 
income group people p r e f e r t o l i v e t o g e t h e r formiiig j o i n t 
f a m i l | r . S i m i l a r l y p e o p l e of IV income group a l s o a r e foimd t o 
p r e f e r j o i n t f a m i l i e s i n l a r g e r ntjmber. No p a r t i c u l a r r e a s o n 
can be d r a f t e d o u t f o r t h i s type of t r e n d . In c o n c l u s i o n o n l y 
t h i s can be s a i d t h a t t h e i e i s v e r y l i t t l e a f f e c t of income on 
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the type of the family. 
Income v / s Occupation of wife (earning or household) 
From the analysis of the data obtained a cer ta in pat tern 
of re la t ionship i s obtained. The families of low income group 
have mostly earning wives. As the income increases the number 
of families with earning wives decreased. This trend continued 
upto IV income group. This trend makes i t c lear that with the 
increase of husbands' income wives tend to be of household. 
Rie exception to th is trend i s V income group. The families 
of t h i s income group have more earning wives than a l l other 
income groups except I income group. Then again the no. of 
earning wives decreased in VI income group. This deviation in 
the regular trend i s inexplicable .By th i s one can conclude tha t 
one cannot say that there i s defini te relat ionship between 
the income of the husband and occupation of tiie wife. 
I n i t i a t i o n V/s educational qual i f icat ion 
I t was thought that there might be same re la t ionship 
between the educational qual i f icat ion of the husband and the 
idea of the in i t i a t ion of the refregerator purchase. The analysis 
showed that the husband i s the dominant character . In a l l the 
educational categories except post graduate class majority 
of the families have husband as the i n i t i a t o r s ! There i s no 
obvious reason for t h i s exception however. Th^post graduate 
husband seemftto be l e s s interested than the wives^ in i n i t i a t i n g 
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the purchase decisioii of the refrigerator,Husbands are dominating 
ones. However, wives also play a considerable role although 
they are not as act ive as the husbands. The ch i ldren ' s ro le as 
i n i t i a t o r s i s not s ign i f ican t . If seen % wise the ro le of wife 
as i n i t i a t o r s increased with the increase in educational qua l i -
f icat ion of the husband. This means higher a person i s educated, 
more l ibe ra l he i s towards h is wife,and he himself doesn ' t take 
it 
keen in t e r e s t in making buying decis ions . This trend broken in 
professional c lass . Because professional c lass includes graduates 
post graduates, diploma holders e t c . 
I n i t i a t i o n V/s type of the family 
I t was thought tha t the type of the family may have 
some affect on the role of i n i t i a t i o n . But on the contrary 
no such affect was found ^whatever was the type of family - nuclear 
or j o i n t the affect was surprisingly same as far as ro le of 
in i t ia tdng i s concerned. The % readings of the number of 
husbands and wives who played the ro le of i n i t i a t o r s i s same 
in both nuclear families and jo in t famil ies . This^^nalysis makes 
c lear that whatever i s the type of the family^^sbands play 
dominant role and wives are close behind i n / i n i t i a t i n g the 
purchase decision. Children play ins ignif icant role . 
I n i t i a t i o n V/s Occupation of wife 
I t was thought and i t was found that there i s re la t ionship 
between the occupation of the wife ( i . e . earning member of the 
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family or non-earning member) and the role of i n i t i a t i o n , 
n the families where wives are earning;they play dominant 
r o l e . The role of hu^and as i n i t i a t o r i s passive. But in 
of the case/families with non-earning wives^husbands are dominant, 
This may be so because^ as an earning wife i s a contrib\itor 
to the common financial pool of the family, her 'say* i s 
s t ronger. The combined role of husband and wife also i s l e s s . 
This shows that earning wives are more bold and play a ro le in 
making purchase decision. Non-earning wives also i n i t i a t e the 
purchase decisions but they are not as ac t ive . In th i s kind 
of families children are comparatively more active than the 
children of earning wives. Combined decision making of husband 
and wife also is more in wife earning families than in wife 
non-earning families. This makes c lear that earning members 
have more freedom. 
influencing V/s educational aual l f ica t ic 
I t was thought tha t af ter i n i t i a t i n g the idea of purchase 
somebody will influence it^and t h i s / f a c t i s thought to be re la ted 
with the education of the husband pt the family somehow or the 
o ther . Theanalysis shows that w$th the increase in educational 
qual i f ica t ion of husbands, wives'role as influencer a lso 
increased except in the case of professional c l a s s . This 
exception may be because professional c lass are not necessar i ly 
highly educated. They include graduates, diploma holders . 
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t ra ining courses e t c . In majority of the families^irrespective 
of the educational qual i f icat ion nobody in par t icu lar influenced 
the idea of p\irchase. This means in majority of the cases i n i -
t i a t i o n of the idea was enough to cam e to a pxirchase decision. 
There was not any influencer. 
Influencing V/s occupation of Wife 
Similar relat ionship was found in th i s case also as 
was found in the case of i n i t i a t i o n . The analysis makes c lear 
tha t in the matter of influencing, wives need not be a c t i v e . 
In majority of the cases there was nobody who played the ro le of 
influencer. However if the earning and non-earning wives are 
compared i t i s obviously found tha t earning wives are more 
act ive than the housewives. Here also childi^n aire ac t ive 
in influencing in the families of housewi^^s. 
Influence V/s Age of children 
I t was fotind tha t age of the children has something 
to do ibith the influencing of the purchase decision. The 
analysis showed that children below the age of lO y r s . have 
negligible role as influencer. I t i s obvious that chi ldren 
below lO y r s , of age are immature and are more in teres ted in 
s t o r i e s , games and toys th9ji influencing a purchase decision 
of a consumer durable lif;e re f r ige ra to r . But ol^er children 
play comparatively ac t ive role asinfluencers^ 
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Brand choice V/s type of the family 
Assuming that there might be some relation between 
brand choice and type of the family - nuclear and j)ioint^  
this analysis was made. It was found that husbands play domi-
nant role in making the brand choice. This fact can be attri-
buted to higher knowledge of the husbands regarding various 
brands. But when tiuclear family is compared with joint family, 
husbands are more dominant in joint families. The role of 
wife iB both the type of families is insignificant. The combined 
role of husband and wife is significant in the case of nuclear 
families. This only means that husband and wife are more close 
to each other in nuclear families than in joint families. 
Income-wise who went to purchase 
It was expected that the income of the husband has 
same affect on the role of actual purchaser. But on the 
contrary the analysis did not show any regular trend of relation-
ship between the income of the husband and the actual purchaser 
Hn all the income groups majority of/the families have 
husbands as actual purchasers.Wive/• role as actual purchaser 
is very insignificant. However a/significant no. of families 
in all the income groups have Imsband and wife together as 
actual purchasers. It can be noted that upto IV income group 
the percentage of husbands as actual purchasers is decreasing 
with the increase in income. This means that higher income 
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group people are busy with thei r o f f i c i a l work or business 
and leave purchasing process for the i r wives (fir ch i ldren . 
A general conclusion can be drawn from the above 
f indings. F i r s t ly , husbands play dominant role in most of 
the families i rrespect ive of income, education, type of the 
family. Secondly, in those families where wives are earning 
members majority of the families have wife as dominant 
figure in the matters of i n i t i a t ing or influencing the 
purchase decision or making the actual purchase. Thirdly 
children hoWever do not play a s igni f icant r o l e . In the 
families of housewives children are more active as they 
have more knowledge about the market than their mothers. 
Fc^thly in few families husband and wife take j o i n t 
decision in referegerator pxirchase. The ^percentage of such 
families in general i s lower than individually,^ the ro le of 
initiadjor, influencer and purchaser. Fi f th ly , the j o i n t 
decision of husband and children or wife and children i s 
negl ig ib le . 
An attempt was also made to find out if the owners 
of refr igerators would have preferred a coloured refregerator . 
As a r e su l t i t was found tha t a very small no. of respondents 
wantedia refr igerator of a colour other than white (Right 
now ooly white coloured Refrigerators are available in 
India!) .^Most of the respoi^dentswyiere sa t i s f ied and preferred 
a white refregirator only. This may be because f i r s t l y . 
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white colour i s a sober one and su i t s to any kind of 
in t e r io r decoration of the house. Secondly, d i r t or spots 
appear c lear ly on the walls of the ref r igera tor and so they 
can be cleared promptly. Thirdly, may be because prople do 
not know how a coloured one would look, as i t isnot avai lable 
in India , Few respondents who had seen imported re f r ige ra to r 
in a t t r ac t i ve colours preferred them to Indian white. 
Locus of the family authori ty 
As stated ea r l i e r a separate attempt was made to find 
out the locus of the family authori ty in different families 
according to husbands' education, income, wive's occupation, 
type of the family e t c . The view about 'who i s the locus of 
authori ty of the family' i s more or l e s s the s ^ e of a l l the 
respondents. The survey and analysis i s made to find out the 
type of the family i . e . Syncratic, autonomic, husband dominance 
or wife dominance, by identifying the locus of author i ty in 
the families differing from each other with respect to t he i r 
income groups, educational qual i f ica t ion , nature of the 
family (nuclear or joint) and occupation of the wife. 
If yoia_SQ_JJar©«gtr^^elj:ihaprt6r~oJF analysis of locus 
of the family authori ty completely you will find the same 
outcome in a l l the categories of the famil ies . Very high 
majority agrees with syncratic type of families. Next high 
majority favours autonomic type of famil ies . Highest oppo-
s i t ion i s for husband dominance famil ies . People seem to 
97 
accept wife dominance ra ther than accepting husband dominance. 
From the above resu l t s achieved i t can be concluded tha t 
majority of the families surveyed are syncratic families^ 
second majority are Xf autonomic famil ies . Next i s wife 
dominance families and the l eas t no. of families are husband 
dominance families. 
I s the information correc t 
When the respondents were asked di rec t ly about the i r 
views regarding the locus of the family authority^ a very high 
majority favoured syncratic type of famil ies . At the same 
time equal no. of respondents opposed husband dominance 
famil ies . Now, if we observe keenly on the pattern of t he i r 
behaviour in making the purchase decision we cannot say tha t 
majority of the families are syncra t ic . On the contrary majority 
of them are husband dominance famil ies . I t was invariably seen 
tha t maxiraxam no. of families had husband as the i n i t i a t o r , 
brand choser, actual purchaser e t c . Next act ive member of family 
was found to be the wife of the family. Bnt the jo in t decision 
making of wife and husband in the r e f r ^ e r a t o r purchase i s not 
found to be much. 
Therefore, the information received by the respondents 
cannot be taken for granted to be true and genuine. 
APPENDICES 
( i ) QUESTIONNAIRE 
( i i ) SELECT BIBLICX3RAPHY 
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D e a r S i r , 
I am a s t u d e n t o f MBA, T h i s q u e s t i o n n a i r e i s r e g a r d i n g 
t h e b u y i n g r o l e s o f t h e members o f t h e f a m i l y i n R e f r i g e r a t o r 
p u r c h a s e . The i n f o r m a t i o n r e c e i v e d i s s t r i c t l y m e a n t f o r 
d i s s e r t a t i o n work w h i c h i s a p a r t o f t h e M . b . A . p r o g r a m m e . 
Your c o - o p e r a t i o n i n t h i s c o n n e c t i o n w i l l b e h i g h l y a p p r e c i a t e d 
a n d w i l l go a l o n g way i n a n a l y s i n g t h e b u y i n g r o l e s . P l e a s e 
b e a s s u r e d t h a t t h i s i n f o r m a t i o n i s p u r e l y , f o r a c a d e m i c p u r p o s e 
a n d w i l l b e k e p t c o n f i d e n t i a l . 
P l e a s e t i c k t h e m o s t a p p r o p r i a t e a n s w e r : 
1 . Do you b e l o n g t o a j o i n t f a m i l y ? 
( i ) Yes ( ) ( i i ) No ( ) 
I f y e s k i n d l y g i v e t h e t o t a l i n c o m e , 
Rs 
2 . How many c h i l d r e n do you h a v e ? 
P l e a s e m e n t i o n t h e i r a g e s a n d e e x 
Sex Age Sex Age 
( i ) ( i i ) 
( i i i ) ( i v ) 
(V) ( v i ) 
3 . Is your wife also an earning member of your family Rs 
(i) Yes ( ) (ii) No ( ) 
4, Who first initiated the idea of purchasing the Refrigerator, 
(i) Myself ( ) (ii) my wife ( ) 
(iii) my wife & children ( ) 
(iv) my children ( ) 
(v) my Wife and myself ( ) 
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(vi) My chi ldren & myself ( ) 
( v i i i ) Others (Neighbours, f r i e n d s . Relat ives) ( ) 
5 . Who influenced the idea of purchasing the Ref r ige ra to r . 
( i ) Nobody ( ) ( i i ) My wife ( ) 
( i i i ) My Children ( ) ( iv) My wife & ( ) 
ch i ldren 
6 . Please give the following d e t a i l s of your Re f r ige ra to r . 
( i) Brand Name 
(ii) Model 
(iii) Capacity 
(iv) Colour 
7. Who among the members of your family made the choice 
regarding. 
(a) Brand 
(i) Myself 
{ii) My wife 
(iii) My Children 
(iv) My wife & 
children 
(v) My wife & myself 
(vi) My children and myself 
(b) Model 
(i) Myself 
(iiX My wife 
(iii) My children 
(My wife & children 
(v) My wife & myself 
(vi) My children & myself 
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(c) Size (Capacity) 
(i) Myself ( 
(ii) My wife ( 
(iii) My Children ( 
(iv) My wife & children ( 
(v) My wife and myself ( 
(vi) My children and Myself ( 
8. (&) Would you have preferred a coloured one: 
(i) Yes { ) (ii) No ( ) 
9. (b) If yes which Colour would you prefer: 
(i) Blue ( ) (ii) fiight Green ( ) 
(iii) Light Blue( ) (iv) Brown ( ) 
(V) Red ( ) 
10. Please show the degree of your preference in the following 
statements: 
a) Husband and wife should take the purchasing decision 
jointly 
i) Agree ( ) (ii) Disagree ( ) 
iii) Neighter agree nor disagree ( ) 
b) The husband should take decisions for purchasing certain 
products and leave the decision taking to his wife for 
certain other products: 
i) Agree ( ) (il)l Disagfee ( ) 
iii) Neither Agree nor disagree ( ) 
c) Husband should take all the decisions regarding the 
purchas4°'the household products iay . self and only 
inform his wife. 
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